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Gannett  newspapers  always  have  delivered  local  news  in  print.  Now,  they  are 
complementing  print  with  online  documentaries,  audio  interviews,  panoramic 
video,  animated  graphics,  interactivity  and  more. 

A  few  examples  from  numerous  possibilities: 

•  The  Rochester  (N.Y.)  Democrat  and  Chronicle  bolstered  an  in-depth  print 
special  section  on  the  local  community  of  Fairport  with  multimedia  online  inter¬ 
views  of  residents,  sounds  of  the  village,  interactivity,  games  and  photo  galleries. 

•  The  News  Journal  in  Wilmington,  Del.,  provided  compelling  tales  of  the 
Holocaust  in  print  and  on  the  newspaper’s  Web  site.  Holocaust  survivors,  their 
children  and  liberators  told  their  stories  in  their  own  words  through  multimedia 
interviews  posted  on  the  site. 

Newspapers  Expand 
Bring  Multimedia  Dimensinns 
To  Local-News  Couerage 

•  The  Reno  (Nev.)  Gazette-Journal  offered  Web-site  audio  of  local  church  choirs 
to  accompany  a  print  package.  The  newspaper  also  produced  a  CD  of  the  songs, 
distributed  free  to  local  libraries. 

•  The  Courier-Post  in  Cherry  Hill,  N.J.,  supplemented  coverage  of  the  closing 
of  the  Garden  State  Park  racetrack  with  online  video  of  the  first  and  last  races 
of  the  track’s  final  day  and  a  360-degree  panoramic  photo  of  the  last  race.  The 
online  package  also  included  historic  photos  of  the  track  from  the  newspaper 
archives. 

Readers  know  they  can  count  on  our  newspapers  for  local  news  and  informa¬ 
tion.  Now,  with  expanded  packaging  and  delivery,  readers  -  and  online  users  - 
can  anticipate  even  more  complete  community  coverage  every  day. 


OGAmEIT 

NEWSPAPERS  AT  THEIR  BEST 


TO  VIEW  THE  WEB  SITES 
MENTIONED,  GO  TO: 

Rochester;  www.rochester 
homes,  com/community/ 
fairport 


Wilmington:  www.delaware 
online.com/newsjournal/local/ 
2001 /holocaust 


Reno:  www.rgj.com/audio 


Cherry  Hill:  www.southjersey 
news .  com/gspindex .  html 

Reach, 


www.gannett.com 


CAPITOL  HIIL;  in  AIL  A  BlUR 

Did  you  weigh  the  implications 
of  your  recent  editorial  favoring 
accreditation  for  American  Indian 
tribe-sponsored  papers  to  the  U.S.  Senate 
Periodical  Press  Galler>’  [“Let  Native  pa¬ 
pers  in,”  May  21,  p.  11]?  Would  you  then 
include  all  government-sponsored  publi¬ 
cations?  All  nonprofit-sponsored  periodi¬ 
cals?  And  all  other  advocacy  publications? 

Foreign-government  press  aside,  this 
can  be  a  blurry  area,  especially  as  the 
press  itself  increasingly  becomes  part  of 
many-interest  conglomerates. 

I  led  the  successful  1971-73  newsletter 
fight  to  win  accreditation  for  independent 
publications  that  do  not  carry  advertising. 
We  retained  legal  counsel  and  were  pre¬ 
pared  to  go  to  the  U.S.  Supreme  Court  if 
needed.  Lobbying  was  sufficient  —  we  did 
not  have  to  file  suit. 

ASH  GERECHT 

CHAIR 
CD  Publications 
Silver  Spring,  Md. 

RIGHT  1$  RIGHT.  LEFT  IS  WRORG? 

I’M  DELIGHTED  TO  SEE  EdFs  TURN  TO 
the  right  —  or  more  conservative  — 
side.  It’s  about  time. 

There  was  a  hint  when  you  printed  a 
letter  a  few  months  ago  from  a  professor 
who  complained  that  the  media  were 
liberal  [“The  partisan  press,”  Jan.  1,  p.  3]. 
Such  letters  usually  receive  a  massive  re¬ 
taliation  disputing  the  conclusion.  But  the 
response  was  tepid.  I  may  be  wrong,  but  I 
think  much  of  the  media  has  admitted 
that  it  is  liberal.  I  now  see  such  accusa¬ 
tions  not  denied  so  much  as  tempered  — 


“But  we’re  still  objective  ...  ”  Yeah,  right. 

I’m  guessing  it  started  with  the  open 
acknowledgement  that  taxes  can  be  a  bad 
thing  —  especially  when  they  get  too  big. 

I  know  that  has  been  against  estate 
taxes  editorially  for  a  long  time  —  and 
with  good  reason  —  but  the  full-court 
press  as  of  late  is  heartening.  I  hope  you’ll 
be  as  thoughtful  and  generous  when 
others’  oxen  are  being  gored.  I  only  wish 
your  brethren  in  the  big  media  were  as 
enlightened  as  you. 

I  loved  John  Robinson  Block’s  defense 
of  estate  taxes  [“The  Fourth  Estate  taxes,” 
March  19,  p.  3]:  If  you  plan  for  50  years, 
spend  a  lot  of  money  on  lawy'ers  and 
accountants,  use  some  tax  dodges, 
closely  read  the  fine  print,  and  pray  to 
the  Tax  Court  and  gods  of  the  Internal 
Revenue  Ser\ice,  you  just  might  escape 
bankruptcy.  It  never  dawns  on  him  that 
it  is  not  the  government’s  money  or 
property  in  the  first  place. 

Now  I  see  that  E&P  is  doing  favorable 
stories  on  cross-ownership  of  media. 
Bravo!  Right  out  of  Ronald  Reagan’s  play- 
book!  (I  know  that  bad  to  hurt.) 

So  welcome  to  the  right!  You’ll  find  that 
being  right  (and  correct)  is  a  burden,  but 
someone  has  to  do  it.  And  it’s  certainly 
better  than  being  wTong ...  LOL! 

Tbanks  for  letting  me  whine. 

BRETT  MOSS 
Arlington,  Va. 

Cork  hon 

In  a  story  about  Howell  Raines’ rise  at 
The  New  York  Times  (“The  Kingdom 
and  His  Power”  May  28,  p.  14),  E&P 
incorrectly  described  Tom  Wicker  as  a 
former  Times  managing  editor,  i  nfact. 
Wicker  did  not  serve  in  that  position. 


- 


FEATURE 

THE  SPORTING  NEWS  Wide  world 

of  sports  is  wider  than  ever,  which 
explains  today’s  sports  section  ....  10 

E&P  NEWS 

Going,  going,  gone?  City 

will  have  to  hit  a  home  run  to  keep 
The  Seattle  Times . 5 

Batter  up  Thomas  R.  Cochill 
elected  as  chairman  to  take  a  swing 
at  Goss’  pressing  problems . 6 

Calendar . 6 

Inside  pitch  Gannett  gives  7%e 
Marietta  (Ohio)  Times  to  foundation, 
which  would  rather  have  the  cash  . .  .7 

National  Report  Newspaper 
industry  news,  from  points  north,  east, 
south,  and  west  . 7 

DEPARTMENTS 

NEWSPEOPLE  James  Kleinklaus  big 

ad-dition  at  Detroit  Newspapers  . .  .8 
EDITORIAL  No  “Yahoo”  for  companies 

that  bar  reporters  from  meetings  . .  .9 

SYNDICATES  Remembering  the  late 
HankKetcham  .  17 

TECHNOLOGY  GMA  makes  a  case 

for  its  PowerWrap  concept . 19 

HOT  TYPE  The  Best  —  and  Rest  — 
of  the  Press  . 21 

"SO"  Allan  Wolper  on  Seattle’s  Mardi 
Gras  melee  and  the  media  . 22 

Classified  . After  16 


-  50  YEARS  AGO-® 

NEWSPAPERD0M«  from  editor  &  PUBLISHER 


JUNE  l«,  1951: 

To  prepare  its  readers  for 
“Ron-Tiki,”  Thor  Heyerdahl's 
best-selling  account  of  his  crew's 
101-day  raft  trip  across  the  Pacif¬ 
ic  Ocean  that  is  currently 


appearing  in  Scripps-Howard 
Newspapers,  the  Columbus  (Ohio) 
Citizen  staged  a  raft  trip  of  its 
own  —  on  the  Scioto  River. 

Born  with  the  aid  of  equipment 


from  two  newspapers  that  had 
discontinued  because  California’s 
state  capital  had  moved  away, 
the  San  Jose  (Calif.)  Mercury 
observes  its  centennial  June  17 
with  its  biggest  issue  ever. 


Cover  photos: 

Baseball  Hall  of  Fame  Library, 
Cooperstown,  N.Y. 

Joe  DiMaggio, 
star  centerfielder 
of  the  New  York  Yankees 
from  1936  to  1951, 
at  the  plate  and  in  the  field 
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Early  this  year, 
Congress  passed 
and  President  Bush 
signed  a  measure 
killing  proposed  vrark- 
place  safety  regula¬ 
tions  opposed  by 
business  leaders,  in¬ 
cluding  many  newspa¬ 
per  publist^.  The 
issue  is  coming  back. 

On  Thursday,  U.S. 
Labor  Secretary  Elaine 
Chao  announced  three 
forums  to  discuss  er¬ 
gonomics.  The  gather¬ 
ings  next  nwnth  in 
California,  Illinois,  and 
Washington,  D.C.,  will 
help  officials  decide 
whether  new  regula¬ 
tions  are  needed. 

-  TODD  SHIELDS 


protect  businesses  during  the  World  Trade  Organi¬ 
zation  conference  riots  in  1999- 
Schell  could  not  be  reached  for  comment,  but 
King  County  Executive  Ron  Sims  said  Blethen’s 
threat  should  be  taken  seriously.  “The  repercussion 
would  be  profound,”  Sims  said  of  a  Times  exodus.  He 
vowed  to  negotiate  with  Blethen  on  a  package  of  in¬ 
centives  aimed  at  keeping  the  paper  in  the  city,  but 
said  nothing  specific  had  been  developed. 

A  Seattle  Times  defection  w'ould  deal  another  blow 
to  a  downtown  economy  still  smarting  from  the 
recent  crash  in  the  high-tech  stock  market.  Since 

_ 1999,  the  down- 

town  office  vacancy 
rate  has  jumped  to 

according  to  the 

I  -"t  Economic  Devel- 

'  opment  Council  of 

While  any  move 

H  would  be  least 

away. 


BY  JOE  STRUPP 

Fed  up  with  what  he  considers  an  anti- 
business  climate  in  Seattle,  Frank  A.  Blethen, 
chairman,  CEO,  and  publisher  of  The  Seattle 
Times,  is  threatening  to  move  his  newspaper  out  of 
the  city  if  officials  don’t  make  things  more  economi¬ 
cally  attractive.  “The 
city  has  taken  a 
strong  ultraliberal, 
pro-labor  stance,” 

Blethen  told  E^P. 

“We  have  seen  zon¬ 
ing  changes  at  the 
whim  of  whoever  is 
in  charge,  and  the 
city  uses  the  Clean 
Air  Act  to  pena¬ 
lize  employees  who 
have  cars.” 

The  publisher  said 
the  move  would  be 
part  of  an  overall 
push  to  increase  suburban  readership,  which  makes 
up  60%  of  the  Times'  circulation. 

Blethen,  who  is  organizing  a  committee  of  Times 
executives  to  study  the  pros  and  cons  of  moving  the 
paper’s  1,200  city-based  workers  to  a  suburban 
location,  also  cited  Mayor  Paul  Schell’s  refusal  to  talk 
to  Times  replacement  reporters  during  last 
winter’s  newspaper  strike  as  one  reason  for  the 
move.  In  addition,  he  criticized  the  city  for  failing  to 


;/?»  Bothell 


two  years 

|d|.  I H  Blethen  said  that 

I  he  relocated,  he 

may  steer  it  from  Seattle  to  Bothell,  miles  north  from 
the  paper’s  downtown  Seattle  headquarters,  spanning 
five  buildings  on  12  acres,  to  Bothell,  Wash.,  w  here  the 
Times'  printing  plant  sits  with  about  700  employees. 

The  potential  move  comes  as  the  paper  is  still  deal¬ 
ing  with  the  aftermath  of  its  lengthy  strike  and  last 
year’s  switch  from  afternoon  to  morning  publication. 
After  the  change  in  cycle,  the  Times'  daily  circulation 
rose  to  225,222  from  218,032,  while  its  rival  Seattle 
Post-Intelligencer's  sank  to  168,951  from  185,888.  [§ 


After  next  Sunday, 
Access  magazine 
readers  will  have  no 
more  access  to  it  The 
Sunday  tech  supple¬ 
ment  has  been  sus¬ 
pended  because  of 
“continuing  uncertain¬ 
ties  in  the  Internet 
and  advertising 
economies,”  said  a 
representative. 
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Founder  Mike 
Veitch,  who  stepped 
down  as  CEO  in 
March,  is  seeking 
fresh  investment. 

According  to 
industry  sources, 
Access  had  received 
about  $48  million 
in  venture-capital 
funding. 

-  WAYNE  ROBINS 

A  FIRM 
ATMPOST’ 

Less  than  two 
months  after 
arriving  at  the  New 
York  Post,  Editor  Col 
Allan  made  his  mark 
with  a  round  of 
high-profile  firings 
Friday. 

A  veteran  colum¬ 
nist,  liberal  Jack  New- 
held,  and  two  senior 
editors,  Marc  Kalech 
and  Stuart  Marques, 
were  among  those  let 
go,  said  a  source  at 
the  newspaper  in  a 
position  to  know. 

Allan,  who 
replaced  Xana 
Antunes  when  he 
took  the  editor’s 
job  in  April,  also 
dismissed  two  mid¬ 
level  editors  and  a 
features  columnist, 
sources  said. 

Allan’s  arrival 
followed  a  successful 
stint  at  The  Daily 
Telegraph  and  Sunday 
Telegraph  in  Sydney, 
Australia,  which  are 
owned  by  the  Post's 
parent  News  Corp. 
Sources  at  the  Post 
said  rumors  are 
already  circulating 
that  Allan  plans  to 
reach  back  to  his 
Sydney  connections 
to  replace  some  of 
those  who  were  just 
fired.  -  JOE  STRUPP 
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91  99 

L I  LL  Executives 
Conference,  Inland 
Press  Foundation, 
Illinois  Press  Associa¬ 
tion,  and  Michigan 
Press  Association, 
Sheraton  Suites, 

Elk  Grove  Village,  Ill. 


mi 


CALENDAR 


ASBPE 

I  I.  ■  kk  Editorial, 

I  Design,  and  Web 
Conference, 
American  Society  of 
Business  Publication 
Editors,  Boston 
Marriott  Newton, 
Newton,  Mass. 


im 


Z8-1 


NPPA  Annual 
Convention, 
National  Press 
Photographers 
Association,  Peabody 
Hotel,  Memphis,  Tenn. 

90-9(1  Writers 

Lu  uU  Workshop, 
Society  of  Professional 
Journalists,  Holiday 
Inn  by  the  Bay, 
Portland,  Maine 

JULY 

11  II  AAN  Annual 
1 1  m  Convention, 
Association  of  Alter¬ 
native  Newsweeklies, 
Ritz-Carlton  New 
Orleans,  New  Orleans 


AAEC  Annual 
Convention, 
Association  of 
American  Editorial 
Cartoonists,  Sheraton 
Centre  Toronto, 
Toronto 


19-22 


Connections 
2001,  News¬ 
paper  Association  of 
America,  Marriott 
Wardman  Park  Hotel, 
Washington 


22-25 


NAA 

Cooperative 
Marketing  &  Sales 
Conference, 
Newspaper  Association 
of  America,  Marriott 
Wardman  Park  Hotel, 
Washington 


5-7 


AUGUST 

'  Mid- Atlantic 
NAME  Summer 
Conference,  Mid- 
Atlantic  Newspaper 
Advertising  Marketing 
Executives,  Carnegie 
Hotel,  Johnson  City, 
Tenn. 

HInland/NSSN 
New'spaper 
Special  Sections 
Conference,  Inland 
Press  Foundation 
and  Newspaper 
Special  Sections 
Network,  Hotel  Inter¬ 
Continental,  Chicago 


18-19 


SABEW 
Personal 
Finance  Conference, 
Society  of  American 
Business  Editors 
and  Writers,  Irvine 
Hyatt  Regency 
Hotel,  Irvine,  Calif. 

SEPTEMBER 
0-11  SNPA 

U  1 1  Foundation 
Workshop  for 
Smaller  Newspapers, 
Southern  Newspaper 
Publishers  Association 
Foundation, 

Embassy  Suites 
Hotel  Centennial 
Olympic  Park, 

Atlanta 

NOTE:  To  list  events, 
please  e-mail  to 
calendar@editorand 
puhlisher.com  or fax 
to  Calendar  Editor 
at  (646)  654-5370. 


With  all  the  relevant  eocperience 

Mill  becomes  Goss  Chairman 


Directors  elect  a  reorganization  man 


BY  JIM  ROSENBERG 

HOMAS  R  j 

Cochill  was  elect-  i 
ed  chairman  of  ! 
Goss  Graphic  Systems,  ! 
which  also  eliminated  ! 
25%  of  its  Westmont,  i 
Ill.,  headquarters  staff. 

Cochill  took  over  from  i 
James  Sheehan,  who  j 
retired.  A  former  Belo  i 
president,  Sheehan 
recently  turned  over  his  j 
duties  as  CEO  of  the  j 
press  maker  to  President  I 
Richard  Sutis  and  two  | 
executive  vice  presidents.  [ 
In  a  prepared  state-  i 


ment,  CochUl  said  Goss 
“is  poised  to  compete 
more  effectively ...  than 
at  any  time  in  the  last 
five  years.”  He  declined 
to  answer  questions 
during  a  brief  telephone 
call  last  week. 

Goss  executives  did 
not  return  calls.  Market¬ 
ing  Director  Barbara 
Gora  is  no  longer  with 
the  company. 

A  Goss  director  since 
November  1999,  Cochill 
has  spent  20  years  in 
printing.  He  was  an 
officer  of  Lehigh  Press 


i  Inc.,  and  from  1992  to 
1997  was  chairman 
and  CEO  of  Webcraft 
Technologies  Inc. 

Goss  said  last  week 
'  that  its  board  thought 
i  Cochill’s  “industry  expe- 
i  rience  gave  him  a  unique 
and  valuable  perspective 
on  customer  needs.” 

Cochill  is  more  than  a 
printing  executive.  He 
founded  Ingenium,  a  cri¬ 
sis  and  transition  man- 
i  agement  consulting  firm, 
j  in  1997.  Like  Goss  in  the 
I  year  he  joined  its  board, 
specialty-printer  Web- 
:  craft  in  1994  came  out  of 
bemkruptcy.  It  was  sold 
to  insert  and  ad-service 


supplier  Big  Flower 
Holdings  (now  Vertis). 

Goss’  new  chairman 
also  is  a  director  of 
American  Rice  Inc.  and 
Golden  Books  FamUy 
Entertainment  Inc. 

The  same  day  Goss 
announced  Cochill’s 
election.  Golden  Books 
said  it  would  petition 
for  Chapter  11  bank¬ 
ruptcy,  then  seek 
approval  for  its  sale  to 
Die  Entertainment. 

Cochill  also  has  been  a 
director  of  Grand  Union 
supermarkets  (which 
reorganized  in  1998), 
U.S.  Leather,  and  Har¬ 
vard  Industries  Inc.  11 
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Gannett  gives  paper  to  foundation 

Charity  begins  at  home 


ing  heavy  taxes  on  prof-  «i««, 
its  from  the  sale,  while  dtom 
the  foundation  may  be 
exempt  from  tax  liabili- 
tyifit  uses  proceeds  for 
its  nonprofit  purpose. 


BY  LUCIA  MOSES 

Gannett  Co. 

Inc.  has  divested 
The  Marietta 
(Ohio)  Times  to  Ogden 
Newspapers  Inc.,  using  a 
strategy  that  lets  it  real¬ 
ize  a  tax  benefit  while 
funding  its  foundation’s 
nonprofit  activities. 

Gannett  donated  the 
paper  last  month  to  the 
Gannett  Foundation, 
which  in  turn  sold  it  for 


an  undisclosed  sum. 
Proceeds  will  fund  the 
foundation,  which 
makes  grants  to  non¬ 
profit  organizations  in 
communities  where 
Gannett  has  operations. 
The  foundation  gave 
away  $8.8  million  in 
grants  and  employee 
matching  gifts  last  year. 

Gannett  has  used 
this  strategy  twice 
before,  when  it  shed  the 


Niagara  Gazette  in 
Niagara  Falls,  N.Y.,  to 
Community  Newspaper 
Holdings  Inc.  in  1997 
and  The  Saratogian  in 
Saratoga  Springs,  N.Y., 
to  the  Journal  Register 
Co.  in  1998. 

Gannett  wouldn’t  give 
details  about  the  benefits 
of  the  strategy.  Con¬ 
tributing  the  paper  to 
the  foundation  could 
help  Gannett  avoid  pay- 


The  Times  may  have 
lost  strategic  impor¬ 
tance  to  Gannett, 
which  has  sold  three 
nearby  papers  in  re¬ 
cent  years.  It  is  a  good 
fit  with  Ogden,  which 
owns  the  nearby 
Parkersburg  (WVa.) 
News  and  Sentinel, 
plus  six  other  dailies 
in  Ohio. 

Ogden  was  repre¬ 
sented  by  Dirks,  Van 
Essen  &  Miuray.  11  | 


Finding  fun  this  summer  Ogd«l  tan 

BWIIms 

avwpiditesaMta 


NATIONAL  REPORT 


Koz.com  assets  sold  for  $712,000 

Koz.coM,  THE  Durham,  N.C.-based  company 
that  provided  dozens  of  online  newspapers 
with  community  publishing  and  e-commerce 
tools,  has  sold  its  assets  to  Community  Soft¬ 
ware  Acquisition  Corp.,  --  — -  ■ 

Morrisville,  N.C. 

CSAC  paid  only 

$712,000  for  the  assets.  jiiiiiijlii^ 

Koz.com  reportedly  raised  C 

more  than  $37  million  {  fe 

from  investors  since  its  |  T  ZTZl 

founding  in  the  mid-1990s.  P  -'g 

Koz.com  had  filed  for  ugww 

Chapter  1 1  bankruptcy  4 

protection  in  April.  " 

—  Karim  Mostafa 


week  as  part  of  a  previously  announced  plan 
to  cut  the  work  force  by  10%,  while  a  sibling 
Knight  Ridder  paper,  The  Macon  (Ga.)  Tele¬ 
graph,  reported  it  is  cutting  about  9%  of  the 
work  force  at  the  Telegraph  and  related  publi- 

-  cations  through  attrition, 

buyouts,  and  layoffs. 
Knight  Ridder  has 

_ _ _  ordered  companywide 

zrzzz?"  ~~  i  cuts  to  meet  profit  goals 

. despite  the  advertising 

.  _ _  downturn.  —  LM. 


Indiana  hangs  it  up 

Telemarketers  will  be 
barred  from  calling  Ho 


I  barred  from  calling  Hoosiers  who  put 
their  names  on  a  new  “Do  Not  Call”  list,  but 
two  provisions  in  Indiana’s  new  telemarket¬ 
ing  law  will  ease  restrictions  for  newspapers. 

Papers  won’t  have  to  get  a  written 
contract  if  they  sell  by  phone,  and  those  that 
use  in-house  or  volunteer  telemarketers  to 
sell  subscriptions  will  be  exempt  from  the  “Do 
Not  Call”  law.  Papers  still  will  have  to  comply 
with  the  federal  law  that  lets  people  opt  out 
of  telemarketing  calls.  —  Lucia  Moses 

Buyout  bids  at  the  ‘Pioneer  Press’ 

The  Saint  Paul  (Minn.)  Pioneer  Press 
started  offering  buyout  packages  last 


.  Cutting  comments 

Seattie  Times  is  lay- 

^  I  ing  off  13  employees  in 

~  operations  and  circulation 
i.  Sk  and  a  “few”  news  staffers, 

r-  c  while  offering  its  second 

u— ,,  ,  ,  ^,.,1  retirement 

buyout  this  year  due  to  lower  ad  revenue. 

Similarly,  the  St.  Louis  Post-Dispatch  said 
it  eliminated  22  production-department 
positions,  including  eight  open  ones.  The 
Post-Dispatch  also  has  been  offering  buyout 
packages  throughout  its  operation.  —  LM. 

Staff- seeking  Sunday  editor  exits 

Frank  Lalli,  who  resigned  as  Sunday  editor 
of  New  York’s  Daily  News  after  just  three 
months,  said  he  left  the  Job  because  he  didn’t 
have  enough  writers  dedicated  to  his  paper. 

“That  made  it  difficult  to  get  things  done,” 
Lalli,  59,  told  E&P.  “I  didn’t  see  that  chang¬ 
ing  anytime  soon.” 


www.editorandpublisher.com 


The  former  George  magazine  editor,  who 
plans  to  launch  a  business  magazine,  said  he 
had  fewer  than  two  writers  working  solely  on 
the  Sunday  paper  and  had  to  “walk  the  halls 
looking  for  someone  to  do  a  story.” 

—  Joe  Strupp 

U.S.  prez  for  World  Editors  Forum 

Gloria  Brown  Anderson,  vice  president 
for  international  and  editorial  develop¬ 
ment  at  the  New  York  Times  News  Services 
Division,  was  elected  Wednesday  as  presi¬ 
dent  of  the  World  Editors  Forum,  a  global 
association  focusing  on  issues  of  interest 
to  senior  news  executives. 

Anderson  was  elected  to  a  two-year  term 
during  the  World  Association  of  Newspapers’ 
annual  meeting  in  Hong  Kong.  —  J.S. 

Kruger’s  thoroughly  modern  mill 

WITH  HELP  FROM  A  $7.5-MILLI0N  (CANADIAN) 
loan  from  the  province  of  Quebec, 
Kruger  Inc.  is  investing  C$78  million  to 
improve  quality  and  cut  costs  at  its  Bromp- 
tonville  mill.  It  represents  a  second  phase  in 
a  modernization  program  begun  last  fall, 
according  to  Bernard  Routhier,  Kruger 
executive  vice  president  for  operations. 

The  money  goes  toward  enabling  de-inking 
equipment  to  use  a  wider  variety  of  recycled 
fiber,  boosting  low-cost  generation  of  steam 
and  electricity  from  wood  residue,  improving 
productivity  and  quality  on  two  paper 
machines,  and  training  employees. 

—  Jim  Rosenberg 
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CALIFORNIA 
Harry  Woldt  to  vice  president  of  circulation 
for  the  San  Jose  Mercury  News  from 
circulation  director  of  the  Omaha  (Neb.) 
World-Herald.  He  succeeds  Terry  Thompson. 
Tom  Robbins  to  home-delivery  director  from 
circulation  director  for  the  Los  Angeles 
Times’  LA.  region.  He  succeeds  Jim  Beck. 


Raymond  E.  Himmelberg  to  vice  president 
for  human  resources  at  the  Los  Angeles 
Times  from  regional  director  of  human 
resources  for  Wendy’s  International  Inc. 


NEWSPEOPLE@EDITORANDPUBLISHER.COM 

MICHIGAN 

James  F.  Kleinklaus 

James  Kleinklaus  will  become  senior 
vice  president  for  advertising  at  Detroit 
Newspapers,  joint  operating  arm  of  The 
Detroit  News  and  the  Detroit  Free  Press. 
Director  of  advertising  and  marketing  for 
Syracuse  (N.Y.)  Newspapers  —  The  Post- 
Standard,  Syracuse  Herald-Joumal,  and 
Syracuse  Herald  American  —  he  succeeds 
the  retiring  Richard  R.  McCleimen,  senior  vice  president  for  mar¬ 
keting  for  22  years,  first  af  the  News,  then  at  Detroit  Newspapers. 


BY  JAMIE  SANTO 


FLORIDA 

Val  Jasper  to  director  of  technology  at 
the  South  Florida  Sun-Sentinel  in  Fort 
Lauderdale  from  manager  of  project 
management  at  Tribune  Co.  in  Chicago. 


HAWAII 

Marty  Black  to  production  director  for 
The  Honolulu  Advertiser  from  prepress 
manager  at  The  Seattle  Times. 


ILLINOIS 

Todd  Duncan  to  publisher  of  Pulitzer  Inc.’s 
Suburban  Journals  group  in  St.  Clair 
County  from  senior  editor  for  news  at 
the  St.  Louis  Post-Dispatch. 


MINNESOTA 
William  Holland  to  editor  and  publisher 
of  the  Faribault  Daily  News  from 
advertising  director.  Holland  succeeds 
David  Balcom,  who  remains  vice  president 
and  director  of  operations  for  parent 
Huckle  Publishing  Inc. 


Daily  Free-Lance  ^ 


OHIO 

M.  Denise  Kuprionis,  corporate  secretary 
and  director  of  legal  affairs  at  E.W  Scripps 
Co.  in  Cincinnati,  elected  vice  president. 


TEXAS 

Maria  Henson  to  assistant  managing 
editor  for  enterprise  at  the  Austin 
American-Statesman  from  deputy 
editorial  pages  editor. 


Community  Newspaper  Holdings,  Inc. 

has  sold 

Okmulgee  (OK)  Daily  Times 

(4,365  daily  and  Sunday  circulation) 

Henryetta  (OK)  Free-Lance 

(1,976  daily  and  Sunday  circulation) 

Bristow  (OK)  News  &  Record-Citizen 

(3,250  weekly  circulation) 
to 

Sumner  Family  Newspapers,  Inc. 

We  are  pleased  to  have  represented 
Community  Newspaper  Holdings,  Ine.,  in  this  transaetion. 


H  to  vice  president 

sales  at  the  5az7i^ 
r  Paul  Pioneer 

Press  from  advertising  director 
at  The  Tennessean  in  Nashville. 
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EDITORIALS 

nTMITYlUlOO? 

World’s  most  popular  Web  portal  gets  hung  in  the  hall  of  shame 
for  companies  that  ban  reporters  from  their  annual  meetings 

Another  season  of  annual  There  was  nothing  illegal  about  how 

shareholder  meetings  is  wind-  Yahoo!  Inc.  conducted  its  annual  meeting 
ing  down.  Despite  tumbling  this  year,  but  it  was  unseemly.  The  world  s 
earnings,  most  of  these  gather-  most  popular  Web  portal  didn’t  pick  and 


Another  season  of  annual 
shareholder  meetings  is  wind¬ 
ing  down.  Despite  tumbling 
earnings,  most  of  these  gather¬ 
ings  were,  as  usual,  rather  perfunctory 
affairs.  There  was,  however,  one  small  but 
worrving  trend:  A  handful  of  big  companies 
used  the  occasion  not  just  to  explain  how 
they  did  business  —  but  to  dictate  how 
newspapiers  should  do  business,  too. 

Exxon  Mobil  Corp.  was  the  first  offender. 

Its  usually  contentious  annual  meetings 
have  grown  more  heated  with  the  efforts 
to  restore  same-sex  partner 
benefits  that  Mobil  offered  RcpOrtCFS 

until  Exxon  acquired  it  in  ,  , 

1999.  In  an  astonishingly  ITlUSt  DC  lIlC 

boneheaded  move  CVCS  and  CarS 

apparently  intended  to  cool  *  , 
this  issue,  Exxon  Mobil  OlinVGStOrS 

declared  that  journalists  in  public 

from  gay  newspapers  * 

would  be  prohibited  from  companies. 

the  meeting  because  they 
work  for  “special  interest”  publications. 

Strong  protests  from  the  gay  press  forced 
Exxon  Mobil  to  back  down. 

To  their  shame,  no  other  local  papers 
protested  when  Pacific  Gas  &  Electric 
Corp.  barred  San  Francisco  Bay  Guardian 
reporter  Rachel  Brahinsky  from  its  May  16 
annual  meeting.  PG&E  and  the  Guardian 
have  been  at  each  other’s  throat  since 
roughly  1969,  but  the  floundering  utility  ’s 
action  last  month  was  not  simply  childish 
revenge  —  it  was  illegal.  Publisher  Bruce  B. 

Brugmann  noted  that  a  state  appellate 
court,  ruling  in  a  case  brought  against 
PG&E  by  another  Guardian  writer, 
declared  in  1995  that  a  regulated  public 
utility  cannot  refuse  to  deal  with  a  journal¬ 
ist  based  simply  on  his  or  her  point  of  view. 


There  was  nothing  illegal  about  how 
Yahoo!  Inc.  conducted  its  annual  meeting 
this  year,  but  it  was  unseemly.  The  world’s 
most  popular  Web  portal  didn’t  pick  and 
choose  which  reporters  could  attend  its 
meeting  —  it  simply  banned  them  all. 

Why?  Yahoo!  couldn’t  quite  keep  its  sto¬ 
ry  straight.  At  one  point  it  claimed  — 
falsely  —  that  other  Silicon  Valley 
companies  do  the  same  thing.  Finally, 
the  outfit  that  went  public  barely  five  years 
ago  said  it  was  upholding  a  “tradition” 
of  press-free  annual  meetings. 

The  real  reasons,  no 
doubt,  had  to  do  with 
,  Yahoo  !’s  sinking  revenue, 

•HC  its  first-ever  round  of 

ears  layoffs,  and  a  stock  price 

that  plunged  about  85% 
JI*S  in  the  dot-com  collapse. 

But  those  are  precisely 
the  reasons  to  let  the  press 
eS.  in.  More  than  half  a  billion 

shares  of  Yahoo!  are 

floating  around,  and  only  a  tiny  fraction  of 
their  owners  can  get  to  the  annual  meeting 
in  person.  Reporters  must  be  the  eyes  and 
ears  of  these  very  interested  investors. 

Yahoo!  may  still,  in  its  hobbled  state, 
fancy  itself  a  cool  exemplar  of  whatever’s 
left  of  the  New  Economy.  But  in  this 
annual  meeting  season,  we  found  much 
more  to  admire  in  the  behavior  of  that 
archetypal  Old  Economy  business,  Boise 
Cascade  Corp.  Facing  Mexican  peasants, 
Chilean  environmentalists,  and  American 
investors  upset  at  the  lumber  company’s 
first  red  ink  in  two  years.  Chairman 
George  Harad  groused  and  growled  and 
tried  to  speed  the  meeting  to  a  conclusion 
—  but  he  did  it  all  in  front  of  reporters. 

For  that,  we  offer  a  cheery  “Yahoo!” 
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The 


Chang 


The  legendary  writers  are 
gone  —  and  so  are  some  of  the 
readers  —  as  newspapers  shift 
focus  to  beat  new  rivals 


BY  JOE  STRUPP 


May  6  WAS  arguably  the 
busiest  sports  day  of 
the  year  in  Philadel¬ 
phia.  The  high-flying 
76ers  were  battling  the 
Toronto  Raptors  in  Game  One  of  the  NBA’s 
Eastern  Conference  semifinals,  the  first- 
place  Phillies  were  protecting  their  division 


r 


lead  playing  the  San  Francisco  Giants,  and 
the  Lehigh  Valley  Grand  Prix  —  with  auto 
racing  stars  Michael  Andretti  and  Christian 
Fittipaldi  —  was  revving  up  in  nearby 
Nazareth,  Pa. 

So  where  was  Kevin  Mulligan  of  the 
Philadelphia  Daily  News?  The  longtime 
sportswriter  found  himself  at  Villanova 
University’s  stadium  awaiting  the 
inaugural  home  game  of  the  new  Women’s 
United  Soccer  Association’s  Philadelphia 
Charge.  While  fellow  Daily  News  scribes 
were  watching  household  names  such  as 
the  76ers’  Allen  Iverson  and  the 
Giants’  Barry  Bonds,  Mulligan  interviewed 
Erin  Martin,  Julie  Murray,  and  Brazilian 
star  Sissi,  known  as  the  female  Pele. 

“I’m  not  really  100%  sure  yet  how  to  cover 
it,”  Mulligan,  a  sportswriter  for  21  years, 
admitted  while  watching  warm-ups  for  the 
game  in  which  the  Charge  eventually  beat 
the  Bay  Area  Cj'berRays,  3-2,  before  a  near- 


Now  women 
get  their 
kicks,  too: 
Reporters  sur¬ 
round 

Philadelphia 
Charge 
soccer  star 
Lorrie  Fair 
at  a  recent 
luncheon.  But 
unlike  in  the 
days  of  Joe 
DiMaggio, 
few  reporters 
get  much 
closer  than 
this  to  top 
athletes, 
who  have 
many  other 
outlets  for 
publicity. 


sellout  crowd  of 11,092.  “I’m  here  because  I  | 
was  assigned ...  You  go  where  you  have  to.” 

Mulligan’s  situation  mirrors  that  of 
sportswriters  nationwide  who  are  finding 
the  menu  of  events  to  cover  expanding  and 
changing  every  year.  New  pro  leagues  have 
formed  in  fields  such  as  lacrosse  and 
women’s  basketball,  existing  leagues  fre¬ 
quently  add  teams,  and  there’s  an  explosion 
of  interest  in  golf  and  auto  racing.  Sports 
editors  say  they’re  having  difficulty  keeping 
up  with  the  new  events,  while  redeploying 
resources  in  traditional  areas  of  coverage. 

At  the  same  time,  competition  from  sports 
Internet  sites,  24-hour  sports-talk  radio,  and 
cable  sources  such  as  ESPN  and  Fox  Sports- 
Net  is  forcing  newspaper  sports  sections  to 
dig  up  more  off-the-field  scoops,  while  cut¬ 
ting  back  on  basic  game  coverage  in  favor  of 
enterprise,  feature,  and  investigative  pieces. 

“Sportswriters  today  are  more  conscious 
of  the  fact  that  they  have  to  find  a  different 
approach,”  says  Neil  Amdur,  sports  editor 
of  The  New  York  Times  since  1990.  “And  it 
causes  us  to  re-evaluate  the  space  we  have.” 

JoltinJoe  has  left  and  gone 

It  used  to  be  simpler,  veterans  would 
argue,  back  in  Joe  DiMaggio’s  day  and  the 
decades  that  followed,  when  top  athletes 
were  “heroes,”  not  conglomerates,  and 
sports  sections  had  talented  columnists 
known  as  much  for  their  writing  skill  as 
their  opinions  (and  who  often  knew  the 
sport  better  than  those  who  played  it). 

They  also  had  real  relationships  with  play¬ 
ers,  and  beats  were  confined  primarily  to 
the  four  major  professional  team  sports, 
plus  boxing,  horse  racing,  and  maybe  golf. 

Today,  the  sportswriting  talent  level  is 
arguably  down,  the  hero-worship  approach 
has  been  replaced  with  a  nonstop  appetite 
for  scandal,  and  many  of  the  sports  covered 
are  of  little  interest  to  most  hardcore  fans. 

Those  changes,  plus  the  growing  compe¬ 
tition,  are  having  an  effect,  according  to 
readership  surveys  that  show  fewer  fans 
reaching  for  the  sj)orts  page.  In  1997,  the 


Newspaper  Association  of 
America’s  annual  reader  poll 
showed  that  78%  of  adult 
newspaper  readers  regularly 
turned  to  sports  pages,  rank¬ 
ing  the  section  third  behind 
entertainment  and  general 
news.  That  rate  dropped  to 
63%  in  1999  and  fell  to  61% 
last  year.  “There  are  a  lot 
more  sources  for  sports,” 
says  Gary  Meo  of  Scarborough  Research, 
which  conducts  the  surveys. 

Most  publishers,  however,  defend  the 
sports  section  as  a  valued  element.  The 
sports  audience  may  not  be  huge,  but  it’s  “a 
very  strong  audience,”  says  Frank  Blethen, 
publisher  of  The  Seattle  Times.  “Readers  are 
more  selective  of  what  they  read,  and  sports 
is  still  a  key  entry  point  to  the  paper.” 

Still,  some  papers  —  such  as  the  Lexington 
(Ky.)  Herald-Leader,  located  in  the  heart  of 
college-basketball  and  horse-racing  country 
—  are  retreating  a  bit.  Publisher  Timothy  M. 
Kelly  balances  the  demands  of  sports  fans 
with  the  recent  push  from  parent  Knight 
Ridder  to  cut  costs.  “The  sports  department 
is  not  immune,  but  you  don’t  go  in  and  sav¬ 
age  it,”  says  Kelly,  who  trimmed  sports  travel 
and  eliminated  a  free-lance  sports-columnist 
position  this  year.  “When  the  economy  turns, 
there  are  still  games  to  cover.” 

Touching  all  the  bases 

For  the  beat  reporter,  demands  for  more 
insight  and  e.xpanded  coverage  mean  the 
days  of  just  writing  the  game  story  are  over. 
“There  was  a  time  when  I  could  show  up  an 
hour  before  the  game  and  do  my  job,”  says 
Dave  Ginsburg,  a  sportswriter  for  The  Asso¬ 
ciated  Press  who  has  covered  the  Baltimore 
Orioles  since  1990.  “Now  I  have  to  be  here 
three  hours  before  the  game,  write  a  note¬ 
book  of  items  on  both  teams,  and  keep  up 
with  what  other  writers  are  finding.” 

Ginsburg  was  among  several  beat  writers 
who  spoke  to  E^P  inside  the  Orioles  club¬ 
house  while  grabbing  quotes  from  players 
prior  to  a  recent  game  against  the  New  York 
Yankees.  Most  say  the  workload  and  compe¬ 
tition  have  increased.  “Guys  are  getting 
burned  out  quicker,  and  you  see  more 
turnover  on  the  beat,”  says  Bill  Stetka,  the 
Orioles’  director  of  public  relations  and  a 
former  team  beat  writer.  “That  has  changed 
dramatically  in  the  last  decade.” 

Beat  changes  have  also  meant  cutbacks  in 
covering  some  traditional  sports,  such  as 
boxing  and  horse  racing.  Then  there  are  the 
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Web  ramors,  which  never  surfaced  before 
the  Internet  age,  that  beat  WTiters  spend 
hours  chasing  down.  “We  have  to  react  to  a 
lot  of  crap  that  isn’t  true,”  says  Los  Angeles 
Times'  Sports  Editor  Bill  Dwyre.  “That  takes 
a  bigger  and  bigger  part  of  your  day.” 

But  new  angles  and  extra  workload  are 
just  part  of  the  headaches  involved  in  game 
coverage,  reporters  say.  From  pushed-up 
deadlines  caused  by  earlier  home  delivery  to 
fights  with  leagues  over  credential  rules  and 
restricted  player  access,  writers  have  to  jump 
through  more  hoops  to  do  their  jobs. 

“Teams  are  finding  out  they  don’t  need  us 
to  promote  the  product  because  they  can  get 
the  message  out  on  their  own  Web  sites  un¬ 
varnished,”  says  Bob  Kravitz,  a  columnist  for 
The  Indianapolis  Star  who  vented  his  fhis- 
trations  in  the  press  room  before  an  Indiana 
Pacers-Philadelphia  76ers  playoff  game  last 
month.  “So  they  put  on  more  restrictions.” 

Veteran  players  admit  they  are  not  as  close 
or  accessible  to  the  writers  as  they  used  to  be, 
blaming  everything  from  more  hectic  travel 
and  workout  schedules  to  reporters  pushing 
negative  agendas.  Isiah  Thomas,  head  coach 
of  the  Pacers  and  a  Hall  of  Famer  who  won 
two  NBA  titles  wth  the  Detroit  Pistons,  tells 
EefFthat  writers  face  many  obstacles.  “In 


my  day,  the  media  had  more  access  to  the 
teams  and  got  better  stories,”  he  says.  “The 
relationship  was  friendlier  and  healthier.  You 
can’t  really  change  the  access  now  because  of 
the  way  teams  travel  and  players’  schedules.” 

So  how  are  publishers  and  sports  editors 
responding  to  the  pressures,  demands  for 
changing  coverage,  and  new  competition? 
For  many,  it  means  a  different  mix  of  trend 
stories,  new  topics,  and  more  local  coverage. 

San  Francisco  Chronicle  Sports  Editor 
Glenn  Schwarz  recently  revamped  several 
beats  to  allow  a  broader  scope  of  coverage. 
Among  the  recent  shifts:  unleashing  local 
golf  writer  Brian  Murphy  on  the  national 
golf  circuit,  assigning  a  writer  to  each  home 
game  of  Major  League  Soccer’s  San  Jose 
Earthquakes,  and  creating  his  paper’s  first- 
ever  Stanford  University  women’s  basketball 
beat.  “Sports  fans  now'  have  a  broader  view, 
and  a  national  view,”  says  Schwarz,  a  30-year 
sports-section  veteran.  “We’re  not  just 
covering  the  Giants  and  the  A’s.” 

The  biggest  sports  story  in  The  Miami 
Herald  April  15  had  nothing  to  do  w'ith  the 
NBA’s  Heat,  the  NFL’s  Dolphins,  or  Major 
League  Baseball’s  Marlins.  The  in-depth 
article  splashed  across  the  section  front,  and 
spread  through  two  inside  pages,  dealt  en¬ 


tirely  with  the  issue  of  fan  support.  Offering 
extensive  charts  and  a  discussion  of  issues  as 
varied  as  transportation  and  weather,  the 
Herald  presented  a  look  at  why  the  city  has  a 
reputation  of  not  supporting  local  teams. 

“The  more  different  things  you  can  put  in 
the  sports  section,  the  more  people  you  can 
bring  in,”  says  Herald  Sports  Editor  Richard 
Bush,  who  pushed  for  and  got  a  $50,000 
travel  budget  hike  last  year,  as  well  as  more 
pages  in  the  daily  section,  to  boost  coverage. 

The  Herald  is  not  alone.  In  nearly  every 
major  newspaper  market,  editors  are 
assigning  more  sportswriters  to  enterprise 
beats,  while  clearing  space  for  major 
projects  on  sports  issues.  From  a  St.  Louis 
Post-Dispatch  series  on  black  athletes  to  a 
San  Francisco  Chronicle  section  cover 
feature  about  player  agents,  this  approach 
is  everywhere.  The  Dallas  Morning  News 
and  the  New  York  Daily  News,  meanwhile, 
have  created  sports  investigation  teams. 

One  of  the  most  ambitious  projects  in  the 
past  year  was  the  Los  A  ngeles  Times'  seven- 
part  series  on  the  International  Olympic 
Committee  (IOC)  last  summer.  Spending 
$50,000-plus  on  travel  and  assigning  three 
writers  and  a  photographer  to  the  project  for 
six  months,  the  paper  ended  up  with  stories 
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ranging  from  the  plight  of  poor 
athletes  in  Laos  and  South  Africa 
to  the  IOC’s  multibillion-dollar 
quadrennial  budget. 

Home-court  advantage 

Good  stories  also  are  being 
found  closer  to  home,  according 
to  editors  who  say  they’re  battling 
the  national  media  competition 
with  a  renewed  focus  on  youth, 
high-school,  college,  and  club 
sports.  While  ESPN  can  cover  the  S 

World  Series  and  the  U.S.  Open  lavishly,  it 
can’t  come  close  to  local  papers’  coverage  of, 
say,  boys’  and  girls’  lacrosse.  “Sometimes  [lo¬ 
cal  coverage]  takes  away  from  pro  and  col¬ 
lege,”  says  George  Solomon,  The  Washington 
Post’s  assistant  managing 
editor  for  sports.  “But  it’s  an  important 
area  to  get  young  people  reading  the  paper.” 

The  Post  recently  boosted  high-school 
sports  coverage  with  the  addition  of  two 
reporters  and  three  editors  devoted  to  the 
topic  in  the  paper’s  main  office,  w  hile  an 
additional  reporter  and  editor  were 
assigned  to  high-school  games  in  each  of 
the  paper’s  six  suburban  bureaus.  Dave 
Smith,  sports  editor  of  The  Dallas  Morning 


Buffalo  Sabres  hockey  goalie  Dominik  Hasek  with  multimedia 

ihly,  it  News,  has  overseen  a  similar  expansion  with 
rage  of,  25  more  people  covering  high-school  and 
mes  [lo-  local  sports  since  1995.  “That’s  something 
id  col-  [readers]  can’t  get  anywhere  else,”  he  says. 
ihington  Despite  covering  a  city  that  has  more 
professional  sports  teams  than  any  other, 
nt  the  New'  York  Daily  News  beefed-up  its  high- 

paper.”  school  coverage  two  years  ago  by  devoting  an 
bool  entire  page  in  the  tabloid  each  day  to  prep 
two  teams.  It  also  publishes  a  12-page  special  sec- 
to  the  tion  on  high-school  all-stars  at  the  end  of  the 

le  an  baseball,  basketball,  and  football  seasons. 

Other  new  youth-oriented  approaches 
ch  of  include  The  Times-Picayune  in  New' 
ave  Orleans  publishing  a  four-page  high-school 

laming  football  WTap  each  Saturday  during  football 


season  and  The  Atlanta  Journal- 
Constitution  sponsoring  a  30- 
minute  high-school  sports  TV 
show  that  runs  with  coverage 
from  the  newspaper.  “It  gives 
us  the  opportunit}'  to  go  after 
younger  readers  and  their  fami- 
dai  lies,”  says  Journal-Constitution 
Publisher  Roger  Kintzel. 

Hit  or  miss 

But  it’s  not  just  the  stoiy 
journalists  subjects  that  are  changing.  The 
method  of  delivery  for  sports  news  is  being 
continually  tweaked  to  attract  readers.  At 
The  Boston  Globe,  fans  of  Red  Sox  ace  Pedro 
Martinez,  a  native  of  the  Dominican 
Republic,  can  read  Spanish-language 
accounts  of  his  outings,  while  Latino  soccer 
fans  regularly  find  game  stories  written  in 
their  native  tongue  in  The  Washington  Past. 

“We’ve  all  got  to  find  ways  to  compete,” 
says  Globe  Assistant  Sports  Editor  Reid 
Lav'mance.  “You  need  to  do  something  to  go 
after  new  readers  —  and  keep  the  ones  you 
have.”  Or  as  the  San  Francisco  Chroniele’s 
Schwarz  puts  it,  “You  have  to  have  some¬ 
thing  different  every  day  that  readers  aren’t 
going  to  get  somewhere  else.”  11 
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W.  Lawrence  Walker  Jr.,  publisher  and 
CEO  of  the  San  Antonio  Express-News, 
says  the  paper’s  decision  to  push  sales 
at  NBA  Spurs  games  in  recent  years  has 
paid  off.  “We  sell  up  to  10,000  copies  per 
game,”  he  says.  “We  go  all  out  for  them, 
and  it  has  been  good  for  marketing.” 

But  some  newspaper  executives,  such 
as  Tuka  (Okla.)  World  President  Robert 
E.  Lorten  III,  warn  that  sports-related 
marketing  must  be  carefully  orchestrated 
to  provide  a  worthwhile  return,  especially 
under  current  economic  conditions.  While 
he’s  made  recent  deals  to  promote  the 
World  at  this  week’s  U.S.  Open  Champion¬ 
ship  golf  tournament  in  Tulsa,  and  has 
long  paid  for  signs  at  Tulsa  Drillers  minor- 
league  baseball  games,  Lorten  purposely 
ignores  potential  marketing  at  nearby 
Oklahoma  State  University  and  University 
of  Oklahoma  football  games,  which  draw 
much  larger  crowds.  Those  fans,  he 
believes,  are  mainly  sports  fanatics  who 
already  read  the  paper,  “so  we  are  not 
going  to  get  a  lot  out  of  that ...  you  are 
preaching  to  the  choir,”  Lorten  says. 

At  The  Seattle  Times,  Publisher  and 
CEO  Frank  Blethen  also  takes  a  careful 
approach  to  sports  marketing.  He  says 
the  paper  stopped  paying  for  signage  at 
Seattle  Mariners  baseball  games  when  the 
team  left  the  Kingdome  and  moved  into 
Safeco  Field  in  1999.  The  reasons:  the 
team’s  refusal  to  give  the  newspaper  an 
exclusive  arrangement  (barring  rival 
papers)  and  a  change  in  promotional 
focus.  “Promotion  costs  money,”  says 
Blethen,  who  cut  $100,000  from  his 
marketing  budget  by  ending  the 
Mariners’  affiliation.  “You  can  do 
direct-mail  and  radio  campaigns  that 
will  give  you  more  bang  for  your  buck.”  [1 


spends  about  $800,000  a  year  on  promo¬ 
tions  tied  to  the  Green  Bay  Packers, 
Milwaukee  Bucks,  and  Milwaukee 
Brewers,  says  President  and  Publisher 
Keith  Spore.  Arrangements  include  venue 
signs,  single-copy  sales  at  home  games. 


BY  JOE  STRUPP 

WHEN  MINOR-LEAGUE  BASEBALL 

returned  to  towm  for  the  first 
time  in  50  years  this  spring,  the 
Lexington  (Ky.)  Herald-Leader  made 
the  most  of  it.  By  the  time  the  Class  A 
Lexington  Legends  took  the  field  April  9 
at  newly  christened  Applebee’s  Park, 
the  newspaper  had  struck  a  10-year 
agreement  wth  the  team  to  exchange 
ad  space  for  a  prominent  sign  in  the  new 
stadium.  “It  really  gets  our  name  out 
there,  and  a  lot  of  people  see  it,”  says 
Publisher  Timothy  M.  Kelly,  who  recently 
inked  a  similar  trade  arrangement  with 
the  recently  opened  Kentucky  Speedway 
in  nearby  Sparta. 

The  Herald-Leader  promotions  are 
typical  of  the  sports-related  marketing 
efforts  newspaper  publishers  are 
increasingly  launching.  Fans  are  prime 
targets  for  marketing  because  of  their 
devotion  to  the  sport  and  their  large 
numbers  at  venues,  publishers  say. 

“It’s  probably  the  strongest  part  of  our 
marketing,”  says  Roger  Kintzel,  publisher 
of  The  Atlanta  Journal-Constitution, 
which  has  deals  with  his  city’s  four  major 
teams,  including  permanent  signs  at 
Turner  Field,  home  of  baseball’s  Braves, 
and  Philips  Arena,  where  the  NBA  Hawks 
and  NHL  Thrashers  play.  The  newspaper 
also  sells  about  3,000  copies  at  each 
Braves  home  game,  Kintzel  adds,  and  it 
sponsors  college  football,  tractor  pulls, 
and  other  events  at  the  Georgia  Dome. 
The  Milwaukee  Journal  Sentinel 
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Newspaper’s  hot  dog  at  Lexington  ballpark 

and  player  appearances  at  newspaper 
events.  “Nothing  sells  papers  better  than  a 
winning  team,”  Spore  says,  citing  the 
recent  success  of  the  basketball  Bucks. 
“The  whole  town  has  been  talking  about 
basketball,  and  we  definitely  receive  a 
single-copy  bump  from  that.” 

Spore  says  the  consistent  marketing  gives 
the  newspaper  a  community  connection.  “It 
is  something  we  have  to  do,  and  it  is  corpo¬ 
rate  citizenship  in  a  small  market,”  he  says. 
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Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S.Wesf/West 
(505)  524-0122 

John  Szefc,  Midwest  (845)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 

PHILLIPS  PROPERTIES,  INC. 

Consultants-Investments 
Management  -  Brokers 
P.O.  Box  219,  Baker,  FL  32531 

Phone  (850)  537-4040 
Fax  (850)  537-4050  _ 

GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 

Affiliated  with  Mel  Hodell,  Media  Broker  Inc. 
Nationwide  Sales,  Acquisitions,  Mergers 

(661)  323-3220,  Fax  (661)  323-3090 
www.media-broker.com 

NEWSPAPER  APPRAISERS 


-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 

(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 

GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

NEWSPAPERS  FOR  SALE 

VT,  NH  -  SEVERAL  outstanding  owner  - 
operator  situations  with  award  winning 
weeklies.  Terrific  communities.  Solid 
growth  potential.  Revenues  in  the  $400K- 
$1.1  million  range.  Some  owner  financing, 
(.arry  Grimes,  W.B.  Grimes  &  Co. 
(301)253-5016 


BUFFALO,  NY  family  owned  55  year  old 
weekly  -  official  city  hall/school  district 
paper,  KAMEN  &  CO  (516)  379-2797 

MAJOR  CITY  MAGAZINE.  Slick,  4-color, 
profitable.  $225K.  Also  county  seat  week¬ 
lies,  others.  Free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TK  78703-2833 
(512)  476-3950 


FOR  A  LIST  OF 

Publications  For  Sale  Go  To... 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  Est.1959 

NEWSPAPERS  WANTED 

WANTED  TO  PURCHASE:  Small-town  news¬ 
papers  with  paid  circulation  4,000  or  above 
by  award-winning  non-public  group  that  will 
treat  your  employees  and  your  community 
as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 

NEWSPAPER  APPRAISERS 


Confidential  Appraisal 
for  Estate,  ESOP, 
Partners,  Bank,  Tax, 
Stock,  Assets 


Bolitho-Cribb 
&  Associates 

PubUcaUon  Brokerage 
a  Appraisals  eet.1923 
Over  2000  papers  sold 


cribb.com 

Confidential  •  Convenient 
24  hourm  a  day,  7  daya  a  waak  ; 


Please  call  us  to  discuss  your  options  in  a  sale 


John  Crfbb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozeman,  MT  59715 
icribbacribb.com 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
Buffalo  WY,828M 
jhicka@cribb.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way 
Naples.  FL  341(fe 
tkaravakis@crfbb.com 


'E., 


For  a  listing  of  publications  for  sale,  go  to  www.crfbb.cont 


SPECIAL  SECTIONS 

ONLINE.  IN  PRINT.  No  Hassle. 

New  Revenue.  Right  now!  (866)  626-6836 
contentthatworks.com 


-EQUIPMENTS  SUPPLIES- 


CAMERA  &  DARKROOM 

NO  NONSENSE  50’  WEB 
Squeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 

EQUIP/SUPPUES  WANTED 

VIDEO-JET  SYSTEM  parts  for  model 
9416  VMS  printer  encoders,  computer 
chasis,  computer  boards,  etc. 

(631)  369D800  ext.  3107 

_ MAILROOM _ 

NEWSTEC,  INC 

Specializing  in  SLS/Muller  Marhni 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 

BUY/SEU/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-%56 

_ PRESSES _ 

USED  PRESSES 

Let  us  help  you  through  the  process 
Sales  •  (Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES,  INC. 

(800)  257-3045 
www.msicylinders.com 

MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 
PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7766397 

WWW.PROSTARTS.COM 


JOHN  A.  BURKE 

Single  Copy  Sales  •  Telemarkehng 
Crew  Sales 
NY  •  NJ  •  PA 

Call/Fax:  (631)  588-2735 
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-INDUSTRY  SERVICES-  ■  -HELP  WANTED- 


CIRCULATION  SERVICES 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus  Quan¬ 
tity  sales!  Phone;  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
vmw.marketingplusinc.com 

SPECTRUM  MARKETING  SERVICES 

A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)  550-1515 
Eric  Southward 
www.metro-news.com 


CIRCULATION  SERVICES 
Professional  Telemarketing  &  Database 
Services 

THE  PREPAID  SUBSCRIPTION 
SALES  LEADER 

•  35%  Prepaid  Subscription  Sales 
GUARANTEED 

•  Digital  Audio  Recording  of  ALL  Sale 
Transactions 

•  Nonpay  Stops  Converted  to  PIA  Restarts 

•  New  Mover  Campaigns  From  $9.00 
Per  Orders  Including  Lists 

•  Telemarketing  Lists  &  Database 
Services 

•  Inbound  Direct  Mail  Response/  Customer 
Services 

Visit  Our  Website: 
www.circulationservices.com 
Or  call  Andy  Orr  at: 

(970)  493-0470ext.  109 
for  a  confidential  consulation 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 


COMPUTER  SOFTWARE 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or  Web 
Ad  Sales.  Production,  Billing,  Invoicing  and 
Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drivel!  See  it  at 
www.abelson.com/publishing.htm 
or  Call  Susan  or  Glenn  at  (516)  596-9610 


CONSULTANTS 


MARKETING  CONSULTANT 

Management  Executive  with  15-h  years 
experience  in  strategic  planning,  busi¬ 
ness  development,  sales  and  marketing, 
product  launches,  event  planning, 
awards  programs,  and  conference  man¬ 
agement  is  seeking  clients  with  event 
planning/marketing  needs  on  a  project 
basis.  Proven  track  record  of  increasing 
revenue,  developing  new  clients,  ex¬ 
tending  brand  and  producing  quality 
events. 

Producer  of  one  of  the  industry's  most 
premier  events.  International  experi¬ 
ence  required. 

Phone:  (609)  588-8703  E-mail: 
marshastol^an@hotmail.com 


EMPI.OYMENT  SERVICES 


-  Over  125  New  Career  Opportunities!  - 
$$$  -  70  Cities!  Account  Executives 
Sales  Management  -  Marketing  - 
Research  -  Traffic  -  Production  - 
Promotion  www.MediaRecruiter.com  - 
Free  to  Candidates!  303-368-5900 

FIND  ACCOUNT  EXECUTIVES!  Sales 
Managers!  Marketing-  Research  -  Traffic 
-  Production  -  Promotion  Pros! 
www.MediaRecruiter.com  $295  Total  Fee 
303-368-5900  -  50,000  Sales  Pros 
see  your  ad  monthly! 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Un¬ 
safe  floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


-HELP  WANTED- 


ADMINISTRATIVE 


PACKAGING  CENTER  MANAGER 
The  Anchorage  Daily  News  (7 IK  daily,  84K 
Sunday)  a  McClatchy  newspaper,  seeks  an 
experienced  manager  to  actively  lead  and 
direct  this  department.  Following  are  areas 
of  expertise  required:  effective  utilization, 
scheduling  and  development  of  personnel: 
knowledge  of  equipment:  proven  skills  in 
the  performance  management  arena  (hiring, 
coaching,  performance  appraisals)  which 
are  a  core  value  at  the  Daily  News:  and  re¬ 
sponsibility  for  development  and  mainte¬ 
nance  of  a  complete  department  budget. 
Come  and  prove  your  leadership  skills 
with  us! 

Anchorage  is  neighborly,  vibrant  city  with 
cultural  and  natural  wonders  galore!  If  you 
enjoy  fishing,  hunting,  skiing,  snowmobiling, 
etc,  Alaska  is  the  place  for  you.  We  offer  an 
excellent  compensation  package  that  in¬ 
cludes  exceptional  benefits.  Please  forward 
your  resume  to: 

The  Anchorage  Daily  News 
Human  Resources  Department 
P.O.  Box  149001 
Anchorage,  AK  99514-9001 
Or  Fax  to:(907)  2574472 
The  Anchorage  Daily  News  is  an  Equal  Op¬ 
portunity  Employer  and  welcomes  diversity 
in  applicants. 

GENERAL  MANAGER 

Direct  day-to-day  operation  of  the  7,900 
paid,  6-day  daily  Republican  Eagle  and  the 
Eagle  Extra,  its  weekend  TMC.  Responsible 
for  leadership  of  35  staff,  creation  and  exe¬ 
cution  of  annual  budget,  setting  department 
goals,  community  involvement  and  team 
play  with  nine  sister  weeklies  in  group.  We 
want  an  individual  who  has  demonstrated 
abilities  in  revenue  enhancement,  long- 
range  planning,  and  product  improvement. 
The  successful  candidate  will  have  a  college 
degree  plus  3-5  years  of  related  experience, 
including  newspaper  management.  Great 
opportunity  for  anyone  seeking  life  in  a  safe, 
idyllic  Mississippi  River  community  with 
great  schools,  proximity  to  a  major  metro¬ 
politan  area  and  employment  with  an  excep¬ 
tional  family-owned  newspaper  group.  Com¬ 
petitive  package  with  unlimited  room  to 
grow.  Send  letter  and  resume,  including 
salary  history,  to:  Steve  Messick,  Republi¬ 
can  Eagle,  P.O.  Box  82,  Red  Wing,  MN 
55066.  www.republican-eagle.com 

GENERAL  MANAGERS 

A  major  Midwestern  publishing  group  is  ex¬ 
periencing  considerable  growth.  Opportuni¬ 
ties  are  available  now  tor  experienced  gen¬ 
eral  managers  and  sales  managers,  as  well 
as  individuals  with  management  potential. 
We  are  a  regional  group  of  publications 
with  a  full  range  of  products,  dedicated  to 
service  to  our  customers,  and  oriented  to 
the  communities  we  serve.  Available  posi¬ 
tions  are  located  in  highly  desirable  resort 
communities,  offering  great  recreational  op¬ 
portunities,  including  access  to  large  lakes. 
If  you  are  an  experienced  retail  advertising 
sales  professional  that  wants  to  lead,  are 
results  driven  and  customer  focused,  we 
would  like  to  talk  with  you!  We  offer  a  highly 
competitive  salary/  benefits  package  and 
reward  for  results  achieved.  All  inquiries  are 
welcomed. 

If  interested,  please  mail  resume  to: 

Box  2181,  Editor  &  Publisher  Classified 
Attn:  General  Manager,  Midwest 
770  Broadway,  7th  Floor 

New  York,  NY  10003 


ADMINISTRATIVE 


PUBLISHER 

Paxton  Media  Group,  Inc.,  has  a  terrific  op¬ 
portunity  for  a  publisher  to  oversee  two 
paid  weeklies,  a  TMC  and  a  seasonal  tour¬ 
ism  product  in  the  Kentucky  LakeAake 
Barkley  resort  areas.  Primary  weekly  is 
5,900  paid  circulation  in  a  rapidly  growing 
county  of  more  than  32,000  people.  Tre¬ 
mendous  opportunities  for  growth  in  circu¬ 
lation,  ad  sales,  and  publication  days.  This 
job  also  can  be  a  stepping  stone  for  ad¬ 
vancement  among  PMG’s  stable  of  26  daily 
newspapers  and  more  than  60  weekly  put> 
lications.  Excellent  benefits,  unmatched 
quality  of  life.  Send  resumes  to:  Jim  Paxton, 
408  Kentucky  Avenue,  Paducah,  KY 
42002-2300.  (^o  phone  calls  please. 


ADVERTISING 


ASSISTANT  CLASSIFIED  MANAGER- 
REAL  ESTATE 

The  Commercial  Appeal  in  Memphis  is 
searching  for  an  Assistant  Classified  Man¬ 
ager/Real  Estate.  The  ideal  candidate  will 
be  a  self-starter  with  high  energy  level, 
good  people  skills,  strong  management 
technique  and  good  at  developing  revenue 
initiatives.  Experience  in  newspaper  adver¬ 
tising  sales,  motivation  of  sales  profession¬ 
als,  development  and  implementation  of 
successful  sales  presentations  and  a  histo¬ 
ry  of  leading  by  example  will  help  to  secure 
this  position.  The  Commercial  Appeal  offers 
excellent  compensation,  and  a  benefits 
package  that  includes  medical,  dental 
and  matching  401(k).  Relocation  negotia¬ 
ble.  Interested  candidates  should  send  a 
resume,  cover  letter  and  salary  require¬ 
ments  to  Charlotte  Cranford,  Human  Re¬ 
source  Manager,  The  Commercial  Appeal, 
495  Union  Avenue,  Memphis,  TN  38103, 
or  E-mail  to:  HR@gome.  EOE 

ADVERTISING  SALES  MANAGER 
Zone  9  Pulitzer  Prize  winning  newspaper  is 
looking  for  a  high  performance  Sales  Man¬ 
ager  with  a  record  of  revenue  growth  and 
team  building.  Great  career  opportunity  in  a 
very  desirable  community.  Candidates 
should  demonstrate:  strong  sales  and  rela¬ 
tionship  building  skills;  excellent  analytical 
and  communication  skills  and  a  minimum  of 
2  years  management  experience.  Earning 
potential  $60,000-t-  first  year!  Base  salary, 
bonus  program  and  outstanding  benefits. 
Send  resume  and  cover  letter  to: 

Box  2176  Editor  &  Publisher 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

CLASSIFIED  ADVERTISING  MANAGER 
Lee  Enterprises  seeks  a  Classified  Advertis¬ 
ing  Manager  for  our  Corvallis  and  Albany, 
Oregon  locations.  We  are  looking  for  a 
team-oriented  leader  wtih  excellent  commu¬ 
nication  skills  and  a  marketing  focus.  We 
seek  a  hands-on  manager  with  sales  coach¬ 
ing  experience,  an  interest  in  generating 
new  sales,  and  developing  a  great  staff. 
Full  benefits  package.  Apply  to:  Corval- 
lis-Gazette  Times,  P.  0.  Box  368,  Corvallis, 
OR  97339. 


GOT  TALENT? 

Need  a  new  challenge,  position  or  geo¬ 
graphic  change?  Visit  us  often  to  check  for 
new  employment  opportunities! 

www.BrehmCommunications.com 

www.editorandpublisher.com 


(888)  940-2200 
www.thepisagroup.com 


BEHER 

Telemarketing  Best  References 
The  Telesphere  Company 
(800)  884-9511 
HHalat@aol.com 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 
(303)  791-3301  www.fakebrains.com 


ADMINISTRATIVE 


VP  LEVEL  PUBLISHING  PROFESSIONALS 
Take  your  publishing  career  to  the  next  level 
-  Join  the  Senior  Management  Team  at 
Jones  and  Bartlett,  8th  largest  academic 
publisher  in  US,  as  we  aggressively  expand 
our  business.  Seeking  highly  motivated 
publishing  professionals  with  successful 
background  in  either  Sales/Marketing, 
and/or  Acquisitions.  Contact  Kathy  Pre- 
court,Human  Resources,  (978)  579-8101; 
kprecourt@jbpub.com  or,  Jones  and  Bart¬ 
lett  Publishers,  40  Tall  Pine  Drive,  Sudbury, 
MA  01776;  FAX  (978)  443^000. 

Visit  our  website:  www.jbpub.com 
JUNE  11,  2001 
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-HELP  WANTED- 


EDITORIAL 


EDITORIAL 


SENIOR  EDITOR 

If  you  are  a  tough,  organized,  creative  edi¬ 
tor,  consider  this:  The  Tampa  Tribune,  a 
Media-General  Newspaper,  is  seeking  a 
Senior  Editor  for  Regional  News.  This  posi¬ 
tion  manages  a  50-t-  bureau  staff,  coordi¬ 
nating  regional  news  coverage.  We  want  a 
seasoned  editor  adept  at  enterprise  and 
community  journalism  projects.  The  suc¬ 
cessful  candidate  must  possess  good  com¬ 
munication  skills,  have  a  demonstrated  abil¬ 
ity  to  manage  a  budget,  and  be  able  to 
work  in  a  multi-media  environment.  A  bach¬ 
elor’s  degree  and  five  years  of  newspaper 
management/supervision  is  required.  Send 
resume  to:  The  Tampa  Tribune,  Attn:  Alicia 
Butler,  202  South  Parker  St.,  Tampa,  FL 
33606. Or  email  to:abutler@tampatrib.com. 


BUSINESS  EDITOR 

National  and  regional  acclaim  and  awards 
have  followed  the  Mobile  (AL.)  Register’s 
rise  to  become  one  of  the  Southeast’s 
most  aggressive  daily  newspapers.  Now  is 
your  chance  to  join  the  team,  as  business 
editor.  The  100,000-plus  circulation  Regis¬ 
ter  -  a  Newhouse  newspaper  on  Alabama’s 
beautiful  Gulf  coast  -  seeks  an  experienced, 
hard-hitting  journalist  for  the  position.  Re¬ 
sponsibilities  include  story  development, 
staff  administration,  editing  of  daily 
copy,  writing  a  Sunday  column,  and 
hands-on  supervision  of  business  pages  and 
the  Sunday  business  section.  Candidates 
must  display  strong  word-editing  skills,  as 
well  as  the  ability  to  cultivate  enterprise  and 
lead  projects.  Coordination  of  graph¬ 
ics/photos  and  ability  to  coach  reporters 
essential.  Send  resume,  clips  to  Dewey 
Managing  Editor,  Mobile  Register,  P.O.  Box 
2488,  Mobile,  AL  36652. 


BUSINESS  REPORTER 
The  Winston-Salem  Journal  seeks  an  ag¬ 
gressive  and  resourceful  business  reporter 
to  cover  the  changing  tobacco  and  real  es¬ 
tate  industries  in  North  Carolina’s  Piedmont 
Triad  region.  We  need  someone  who  can 
stay  on  top  of  developments  and  write  en¬ 
terprise  stories  that  add  depth  to  our  cover¬ 
age.  At  least  four  years  of  business-news 
experience  is  preferred.  Please  send  a  re¬ 
sume  and  5-10  recent  clips  to  Rob  Douthit, 
business  editor,  Winston-Salem  Journal, 
P.O.  Box  3159,  Winston-Salem,  NC  27102 
Or  E-mail:  rdouthit@wsjournal.com 

ENTERTAINMENT  REPORTER 
Seeking  an  aggressive  writer  with  knowl¬ 
edge  of  music,  entertainment,  TV,  lively 
arts  and  fine  arts  for  suburban  Philadelphia 
daily.  Coverage  of  weekend  and  evening 
events,  localizing  of  national  entertainment 
news.  Send  resume  and  clips  to:  Pat  Walk¬ 
er,  Executive  Editor,  Bucks  County  Courier 
Times,  8400  Route  13,  Levittown,  PA 
19057. 


!  FEATURES  COPY  EDITOR 

The  Fresno  Bee,  Central  California’s  leading 
I  newspaper,  seeks  a  features  copy  editor. 

I  Solid  editing  skills,  attention  to  detail  and 
[  proven  layout  and  design  talents  required. 

:  We’re  a  versatile  four-person  desk  that 
;  needs  someone  who  can  multi  task  as  we 
put  out  nine  high-quality  sections  a  week. 

1  The  job  requires  a  knowledge  of  entertain¬ 
ment  and  lifestyle  news  and  trends.  Creativ- 
I  ity,  organizational  finesse  and  a  sense  of 
humor  are  musts.  Contact  Melissa  Schukar, 
Assistant  Features  Editor,  The  Fresno  Bee, 
1626  E.  St.,  Fresno,  CA  93786 
i  (559)  441-6483;  E-mail: 

mschukar@fresnobee.com. 

'  NEWS  DESIGNERS 

Job  Type:  Permanent  full-time.The  Times  of 
j  Northwest  Indiana,  a  90,000  circulation  dai- 
;  ly  paper  in  Munster,  is  an  award-winning 
j  paper  located  just  30  minutes  from  down- 
I  town  Chicago.  We  are  looking  for  energetic, 
creative  news  designers  that  thrive  under 
deadline  pressure.  Self-starters  preferred. 

!  Designers  with  professional  experience  are 
I  preferred,  but  recent  college  graduates  are 
!  also  encouraged  to  apply.  All  applicants 
i  must  be  skilled  in  Quark  and  Photoshop.  We 
are  a  Mac-based  design  desk.  Knowledge  of 
Freehand  and  Illustrator  is  a  plus.  Send  re¬ 
sumes  and  clips  to: 

i  Karin  Lowe,  News  Design  Team  Leader,and 
j  Don  Asher,  Deputy  Executive  Editor.  The 
i  Times,  601  W.  45th  Avenue,  Munster,  IN 
I  46321.  E-mail:  klowe@howpubs.com  or 
dasher@howpubs.com 

ASSOCIATE  EDITOR  &  WEB  REPORTER 
ASSOCIATE  EDITOR:  Experienced  journalist 
needed  by  national  business  publication 
‘  covering  the  recreational  marine  industry. 
Strong  writer/reporter  able  to  handle  break¬ 
ing  news  and  in^lepth  features  with  insight, 

'  clarity,  accuracy.  We’re  looking  for  a  pro- 
i  fessional  who  consistently  generates  story 
I  ideas  and  prefers  enterprise  stories  to  fol- 
j  lowing  the  pack.  Must  know  how  to  build  a 
source  network  that  keeps  you  on  top  of 
!  the  news.  Prefer  business  reporting  experi- 
1  ence;  will  train  experienced  reporter  with 
i  strong  interest  in  learning  to  cover  an  in¬ 
dustry.  Occasional  reporting  for  our  daily 
;  news  web  site,  but  most  of  this  job  is  writ- 
i  ing  for  our  monthly  4-color  magazine. 

,  WEB  REPORTER:  Report,write,  edit  break- 
:  ing  news  for  daily  web  site  of  the  leading 
business  magazine  covering  the  boating  in- 
1  dustry.  Journalism  experience  necessary. 

Will  train  a  general  news  reporter  who 
I  wants  to  cover  business. 

Competive  pay/benefits  for  both  positions, 
,  in  a  great  place  to  live  and  work.  Some  na- 
;  tional  travel.  Submit  resume,  writing  sam- 
1  pies  to:  Tom  Flubbard,  Editor,  Soundings 
!  Trade  Only,  35  Pratt  Street,  Essex,  CT 
06426. 


VERSATILE  SENIOR  EDITOR 


REPORTER  needed  to  produce  clean,  crisp 
copy  and  quality  photographs  for  island’s 
leading  weekly.  Expect  challenging  assign¬ 
ments  on  major  issues  in  rapidly  developing 
Caribbean  island.  Ideal  for  serious,  ca¬ 
reer-oriented  journalist.  Salary  $285/week. 
Rush  resume,  clips  to: 

Box  2178,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


Award  Winning  Magazine  -  Hamptons 
Monthly.  Premiere  Businesswomen’s  publi¬ 
cation.  Quark,  Photoshop,  Mac,  manage¬ 
ment  skills,  writing.  Benefits.  Year-round. 
Fax  resume: 
(631)288-1586 


STAFF  WRITER  for  features,  Web,  depart¬ 
ments  3  monthlies  on  IT  employment. 
Four/five  years  experience.  Click: 
www.cpuniverse.com 


C4  EDITOR  &  PUBLISHER  CLASSIFIEDS  JUNE  11,  2001 


EDITORIAL 


COPY  EDITOR 

Are  you  a  dyed-in-the-wool  news  hound?  A 
stickler  for  style  and  accuracy?  If  so.  The 
Gainesville  (FL.)  Sun  wants  you  to  join  its 
award-winning  News  Desk.  Situated  an 
equal  distance  from  Jacksonville,  Orlando, 
and  Tampa,  The  Sun  is  a  56,000  circulation. 
New  York  Times  Company-owned  daily 
in  the  heart  of  Gator  country.  Two  years  of 
editing  experience  and  a  familiarity  with 
basic  design  rules  needed.  Send  a  cover 
letter,  resume  and  clips  to:  Sean  McCrory, 
News  Editor,  The  Gainesville  Sun,  P.O.  Box 
147147,  Gainesville,  FL  32614-7147. 

Fax:(352)  338-3128  or  e-mail  to: 
sean.mccrory@gainesvillesun.com 


NEWS  EDITOR 

A  growing  newspaper  with  a  new  press 
needs  a  news  editor  with  a  flair  for  design, 
solid  news  judgement  and  strong  people 
skills.  The  Lincoln  Journal  Star,  an  80K  daily 
in  Nebraska’s  capital  city,  is  seeking  to 
replace  a  news  editor  who  has  been  pro¬ 
moted  to  be  top  editor  of  another  newspa¬ 
per  in  our  group.  Home  to  the  University  of 
Nebraska,  Lincoln  is  a  vibrant,  increasingly 
diverse  community-  and  the  Journal  Star  re¬ 
flects  that  in  its  coverage  and  work  force. 

;  Competitive  salary.  Some  management  ex- 
i  perience  required.  E-mail  inquires  welcome 
to:  Managing  Editor,  Kathleen  Rutledge  at: 
krutledge@journalstar.com.  Send  letter,  re¬ 
sume  and  work  samples  by  June  29the  to: 
Human  Resources,  Lincoln  Journal  Star, 
926  P  St.,  Lincoln,  NE  68508. 

GENERAL  ASSIGNMENT  REPORTER 
The  Watertown  (NY)  Daily  Times, 
34,000-circulation  newspaper,  has  an 
;  opening  for  a  reporter  in  our  two-person 
Massena  bureau.  The  beat  includes  cover¬ 
age  of  local  government  and  major  indus¬ 
tries.  B.A.  degree  required.  Internships  pre- 
j  ferred.  Salary  is  between  $21,800  and 
$26,000  depending  on  experience.  Please  j 
send  resume,  clips,  references  to: 

Bob  Gorman,  AME-News 
Watertown  Daily  Times 
260  Washington  St. 

Watertown,  N.Y.  13601 
(315)782-1000,  ext.  259 
E-MAIL:  bgorman@wdt.net 

!  MANAGING  EDITOR 

The  Times-Herald,  a  17,500  circulation 
daily(7-days  PM)  in  southwestern  New  York, 
seeks  a  take  charge  managing  editor  to 
oversee  the  newspaper’s  editorial  staff. 

I  The  ideal  candidate  will  have  expertise  in 
working  with  people,  technology  and  the 
language  to  produce  a  colorful,  informative 
.  and  entertaining  newspaper  that  provides 
i  readers  with  pertinent  information  they 
i  can’t  get  anywhere  else.  Salary  commensu¬ 
rate  with  experience.  Send  a  cover  letter 
and  resume  to:  Roy  D.  Biondi,  Publisher, 
The  Times  Herald,  639  Norton  Drive,  Olean, 
NY  14760;  e-mail:  rbiondi@netsync.net 

ENTERTAINMENT  EDITOR 
The  Leader-Telegram  in  west-central  Wis¬ 
consin  needs  an  entertainment  editor  with  ^ 
i  good  journalistic  skills  and  extensive  knowl-  j 
!  edge  of  the  arts.  You  will  edit  two  sections 
and  four  daily  pages,  as  well  as  write  news- 
stories,  features  and  reviews.  Reply  by  June 
'  22  to  Managing  Editor  Doug  Mell,  Box 
570,  Eau  Claire,  Wl  54702,  with  cover  let- 
1  ter,  resume  and  six  work  clippings.  ! 

No  phone  calls,  Please  ^ 


EDITORIAL 


WASHINGTON  CORRESPONDENT 
[  Mother  Jones,  the  National  Magazine 
i  Award-winning  magazine  seeks  a  sen¬ 
ior-level  reporter  for  coverage  from  the  na¬ 
tion’s  capital.  Must  be  experienced  at 
in-depth  reporting  and  hard-hitting  analysis, 

;  and  be  familiar  with  D.C.  Correspondent  will 
write  regularly  for  the  magazine  and  help  di- 
1  rect  its  political  and  national  affairs  cover- 
,  age.  Position  is  not  necessarily  full  time. 

!  Hours  and  salary  DOE.  Send  resume  and 
clips  to  Helene  Blatter,  Assistant  to  the  Edi¬ 
tor,  731  Market  Street,  Suite  600,  San 
Francisco,  California,  94103. 

Fax:  (415)  665-6696  or  E-mail  to: 
blatter@motherjones.com 

BUSINESS  REPORTER 
The  Dayton  (OH)  Daily  News,  a  Pulitzer-prize 
'  winning  Cox  newspaper,  seeks  an  experi¬ 
enced  business  reporter  to  cover  retail, 
housing  and  regional  economic  trends. 
This  is  a  premier  beat  in  our  market.  Candi¬ 
dates  should  have  a  passion  for  business 
reporting  and  have  solid  reporting  and  writ¬ 
ing  skills.  This  reporter  will  be  expected  to 
juggle  enterprise  stories  with  breaking 
;  news.  Minimum  two  years’  daily  newspaper 
i  experience  or  equivalent  desired,  preferably 
covering  business-related  topics.  Interested 
candidates  should  provide  resume  and  work 
samples.  The  Daily  News  values  diversity 
and  offers  competitive  salary  and  benefits 
package  in  a  very  livable  region.  Apply  to: 
Jim  Dillon,  Business  Editor,  Dayton  Daily 
News,  45  S.  Ludlow  St.,  Dayton,  (3H  45402. 

Email:  jim_dillon@coxhio.com 

SPORTS  EDITOR 

,  The  Dayton  (OH)  Daily  News,  a  Pulitzer-prize 
I  winning  Cox  newspaper,  is  looking  for  an  ac¬ 
complished,  experienced  editor  to  run  its 
sports  department  of  20  plus  staffers.  Our 
coverage  area  includes  the  Cincinnati  Reds 
and  Bengals,  the  Cleveland  Browns,  Ohio 
State  University  and  the  University  of  Day- 
ton,  as  well  as  a  half-dozen  other  college 
programs  and  high  school  athletics  for 
60-plus  school  districts.  We  seek  an  all- 
I  around  editor  with  the  vision  and  skills  to 
produce  a  comprehensive,  compelling  and 
creative  daily  section  with  a  mix  of 
authoritative  beat  reporting  and  enterprise 
stories  and  packages  off  the  sports  beats. 
Qualified  candidates  must  possess  the 
I  leadership  abilities  to  manage  and  motivate 
a  staff  of  young  talent  and  seasoned  pros 
and  be  a  player  on  the  newsroom  manage- 
I  ment  team.  Minimum  of  5  years’  editing 
and/or  management  experience  at  a  daily 
newspaper  required.  The  Daily  News  values 
diversity  and  offers  competitive  salary  and 
I  benefits  package  in  a  very  livable  region, 
j  Apply  to  Ann  Hoffman,  Deputy  Managing 
Editor,  Dayton  Daily  News,  45  S.  Ludlow 
St.,  Dayton,  OH  45402. 

Email:  ann_hoffman@coxohio.com 

ENERGY  MARKET  REPORTERS 
Can  you  handle  numbers  as  well  as  words? 

I  Do  people  take  your  calls  no  matter  how 
busy  they  are?  Price  discovery  &  analysis  is 
job  security  in  business  journalism.  Our 
commodity  is  electricity:  We  gather,  index 
and  analyze  wholesale  power  prices.  Our 
company  was  founded  by  ex-Dow  Jones  ex¬ 
ecutives  and  our  indexes  are  used  by  top 
energy  companies.  Several  openings  in  our 
Houston  bureau.  Good  salary,  stock  op¬ 
tions.  Send  resume: 

rich.heidorn@ipgdirect.com 

www.edltorandpublisher.com 


Phone:  1-888-825-9149 


CLASSIFIED  ADVERTISING 


Fax :  (646)  654-5312 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


EDITORIAL 


AUTOMOTIVE  EDITOR 

The  Orlando  Sentinel  is  seeking  an  automo¬ 
tive  journalist  to  write  for  and  lead  its  week¬ 
ly  auto  section.  We  need  someone  who 
knows  cars,  writes  engagingly  about  prod¬ 
ucts,  trends  and  safety  and  can  direct  the 
section  with  imagination  and  authority. 

Send  resume  and  clips  to:  (Mr.)  Dana  Ea¬ 
gles,  Recruitment  Editor,  Orlando  Sentinel, 
633  North  Orange  Avenue,  Orlando,  FL 
32801. 


I  EDITORIAL 


I  LOOKING  FOR  THAT 

EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  36  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 

I  www.ogdennews.com/opportunities 


REPORTER 

General  assignment  reporter  wanted  for  a 
small,  but  lively,  daily  in  beautiful 
west-central  Michigan.  We’re  an  award-winn¬ 
ing  paper  that  does  many  things  small  dai¬ 
lies  seldom  do.  We  value  creativity,  initiative 
and  good  writing.  Some  experience 
preferred  but  will  consider  a  recent  gradu¬ 
ate.  Contact:  David  L.  Felts,  Editor,  The 
Daily  News,  109  N.  Lafayette,  Greenville, 
Ml  48838  or  call:  (616)  754-9303  (ext. 
3032).  EOE.  M/F/F/H. 

FULL  TIME  SLOT  with  benefits  for  experi¬ 
enced  reporter  with  penchant  for  digging. 
This  award-winning  weekly  stresses  writing 
skills,  creativity  and  a  taboo  on  legalese  in 
covering  the  legal  community  and  its 
movers  and  shakers.  The  paper’s  standards 
are  of  a  large  daily.  Send  resume,  clips  to: 
Editor,  New  Jersey  Lawyer,  2035  Lincoln 
Hwy,  Edison,  NJ  08817.  Or  Fax: 

(732)  650-7010 

managingTo'itor 

The  Olathe  (KS)  Daily  News,  an  award-winn¬ 
ing  Knight  Ridder  newspaper  in  suburban 
Kansas  City,  is  seeking  a  Managing  Editor 
to  lead  its  eight-person  news  staff.  This  is 
an  outstanding  opportunity  for  a  strong,  in¬ 
novative  and  experienced  newsroom  leader. 
Exceptional  talents  in  community  journalism, 
editing,  and  layout  and  design  are  a 
must.  The  ideal  candidate  will  demonstrate 
exceptional  organizational  and  motivational 
skills,  as  well  as  have  a  keen  understanding 
of  the  unique  challenges  of  a  suburban  mar¬ 
ketplace.  The  Daily  News  is  an  8,000  AM 
daily  located  in  the  fastest  growing  city  in 
Kansas.  Applicants  should  send  a  cover 
letter,  resume,  work  samples  and  salary 
history  to: 

Michael  Hurd,  Publisher 
The  Olathe  Daily  News 
514  S.  Kansas  Ave. 

Olathe,  KS  66061 

E-mail:  mhurd@olathedailynews.com 
FAX:  913-764-2251 

ASSOCIATEEDlfOR 

Philadelphia  Gay  News,  an  award-winning 
weekly  newspaper ,  seeks  an  associate  edi¬ 
tor.  Strong  editing,  writing,  design  and 
technical  skills  are  essential;  experience 
with  QuarkXPress  and  Photoshop  is  re¬ 
quired.  Candidates  should  have  a  college 
degree  and  journalism  experience.  This  is  a 
fulFtime,  salaried  position  with  a  generous 
benefits  package.  Send  cover  letter,  re¬ 
sume,  clips  and  references  to: 

Patti  Tihey,  Editor 
Philadelphia  Gay  News 
505  S.  Fourth  St. 

Philadelphia,  PA  19147 

GENERAL  ASSIGNMENT  REPORTER  needed 
for  growing  community  near  Las  Vegas.  Re¬ 
cent  grads,  and  recent  applicants  (we  may 
have  lost  your  resume)  welcome.  Contact 
Marie  at:  (775)  727-5102. 

www.edltorandpublisher.com 


_ PRESSROOM _ 

PRESSROOM  SALES 

Dynamic,  established  company  is  seeking  a 
sales  professional  with  a  proven  track  rec¬ 
ord  in  newspaper  pressrooms  in  the  North¬ 
east,  Midwest  and  Southeast  Territories. 
Position  will  require  direct  sales  of  consum¬ 
able  products  to  newspaper  production  per¬ 
sonnel.  Emphasis  will  be  on  increasing  mar¬ 
ket  share.  (Competitive  salary  +  commission 
compensation  package  with  benefits 
and  401(k).  Please  send  resume  in  confi¬ 
dence  to: 

Box  2179,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

PRESSMAN  needed  for  4  color,  Goss  Com¬ 
munity,  four  high  web  work.  Busy  newspa¬ 
per  and  commercial  shop  offers  excellent 
wages,  401(k),  insurance,  paid  vacations, 
relocation  expense.  Call:  News  Color  Press, 
(419)  947-9221  or  send  resume  to:  P.O. 
Box  149,  Mt.  Gilead,  OH  43338. 

PRESSROOM  SUPERINTENDENT 
Experienced  press  manager  sought  to  be 
responsible  for  an  eleven  person  staff  and 
a  seven-unit,  double  width  Wood-Hoe  offset 
press.  In  addition  to  proven  knowledge  of 
press  operations,  candidates  must  have 
solid  managerial  skills  and  forward  thinking 
strategies  tor  operating  a  modern  press  op¬ 
eration.  Ability  to  work  closely  with  other 
department  heads  toward  a  common  goal 
of  superior  efficiency  and  quality  is  a  must. 
This  family-owned  company  publishes  a 
seven-day,  30K  AM  newspaper  and  ten 
other  publications.  This  is  an  important  po¬ 
sition  and  is  reflected  in  the  compensation 
and  benefit  package. 

Please  send  full  resume  along  with  samples 
of  web  work  you  have  been  responsible 
for  to: 

Denise  Boisvert 

Vice  President  and  Production  Manager 

The  Record-  Journal  Publishing  Company 
1 1  Crown  Street 
Meriden,  CT  06450 


E&P'S  CLASSIFIED 

the  newspaper 
^industry’s  meeting^ 
place. 

888.825.9149 


EDITORIAL 


EDITOR/SYSTEMS  SPECIALIST  -  Fully  ex¬ 
perienced  copy/slot/news  editor,  paginat¬ 
ion/content  system  installer/trainer,seeks 
senior  editorial  or  production  management, 
southern  NH-  Metro  Boston.  Quark,  Word, 
others. 

E-mail:  JDulouz@prodigy.net  for  resume 

AWARD-WINNINC^CARTOONrST/lLLUST^- 
TOR  cordially  invites  you  to  review  his  port¬ 
folio  online  for  fun  and  profit.  See  this  web 
address: 

kevtone.home.mindspring.com 


EDITORIAL 


INCREASE  OVER  50  DEMOGRAPHIC  with 
mature  sophisticated  humorous  look  at 
overwhelming  science,  technology  and  life 
style  changes.  Seasoned  journalist,  http:/- 
/www.sherryart.com/oldestwoman  -  Reply: 
columnist@sherryart.com 

_ FREELANCE _ 

FROM  COLOMBIA:  Drug  &  Civil  War/US 
role:  sjackson@stillman.edu  or  phone  at: 

1-(800F  841-5722  ext.  8858 


CLASSIFIED  ADVERTISING  INFORMATION 


DEADLINES 

LINE  AD  RATES 


Tuesday  at  noon  (EST)  for  the  next  Monday's  issue. 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 

HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $12.75 

1  week . 

. $11.70 

2  weeks . 

. $11.85 

2  weeks  . 

. $10.30 

3  Weeks . 

. $10.45 

3  Weeks . 

. $  9.00 

4  weeks  . 

. $  8.80 

4  weeks  . 

. $  7.70 

1 2  weeks  . 

. $  8.40 

1 2  weeks  . 

. $  6.80 

26  weeks . 

. $  7.50 

26  weeks  . 

. $  5.95 

39  weeks . 

. $  7.25 

39  weeks  . 

. $  5.60 

52  weeks  . 

. $  6.90 

52  weeks  . 

. $  5.25 

DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise  a  scanning 
charge  may  be  incurred.  All  halftones  must  be  a  maximum  133-line  same  size 
velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For  instruc- 
fons,  please  ask  your  account  manager. 

per  iixh,  per  insertion,  1  inch  minimum,  1/2  inch  irx:rements 


1  week  ... 

.  $139 

12  weeks  . 

....  $  108 

2  weeks  . 

.  $126 

26  weeks  . 

....  $  103 

3  Weeks 

.  $120 

39  weeks  . 

.  $  97 

4  weeks ... 

.  $115 

52  weeks . 

. $  92 

ORDERS  AND  PAYMENT 

Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis.  Contracts 
are  non-cancellable.  All  ads  from  new  advertisers  must  he  pre-paid  prior  to 
deadline;  advertisers  with  a  payment  record  in  good  standing  may  be  billed. 
Deadline  is  Tuesday  prior  to  Monday  Publication.  Cash,  check.  VISA. 
MasterCard,  and  American  Express  accepted.  All  ads  require  a  signed 
insertion  order,  and  all  ad  copy  must  be  submitted  in  writing  via  mail,  e- 
mail,  or  fax.  We  reserve  the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following  information: 
1 .  Name,  2.Company,  3.  Mailing  Address,  4.  Phone,  5.  Ad  Classification.  6.  No.  of 
insertions. 

Or  Place  your  ad  online  at  vi/ww.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 

TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss  @  editorandpublisher  com 

IWCHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  +  WESTERN  US) 

mmacmahon@editorandpublishercom 

MICHELE  GOLDEN  (SERVICES  +  ALL  OTHER  CATEGORIES) 
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June  11,  2001 


Culture  1 


Culture  Trends 


MIVs 

BUZZWORTHY 


The  HoUywoodReporter’s  Box  Office 

For  weekend  ending  June  4, 2001 


Buzzworthy  songs  are  usually 
by  new,  up-and-coming  artists 
who  MTV  believes  have  special 
potential.  Of  the  videos  desig¬ 
nated  as  Buzzworthy,  the  vast 
majority  have  been  certified 
gold  or  platinum. 

Week  of  6/4/01 

Artist/Group:  Nikka  Costa 
Song/Video:  "Like  a  Feather" 
Album:  Everybody  Got  Their 
Something... 

Talk  about  being  born  into  music. 
Costa  sang  at  the  age  of  five  with 
Don  Ho,  who  was  produced  by  her 
father  -  who  in  turn  worked  with 
Frank  Sinatra.  Her  music  leans 
more  towards  a  fusion  of  rock  and 
soul  (which  recently  landed  her  on 
the  Chris  Rock  Show),  but  not  a 
bad  way  to  start  anyway... 

Artist/Group:  Craig  David 
Song/Video:  "Fill  Me  In" 

Album:  Born  to  Do  It 

Likening  his  sound  to  legends 
Stevie  Wonder  and  Michael 
Jackson  as  w'ell  as  the  under- 
appreciated  Terence  Trent 
D’arby,  David’s  album  is  set 
for  release  in  the  U.S.  in  July. 

At  age  18,  he  became  the  youngest 
British  male  to  score  a  #1  UK  hit. 
He  has  scored  seven  international 
#rs  overall... 


This 

Week 

Last 

Week 

3-Day 

Picture  Weekend  Gross 

Days  In 
Release 

Total 

Gross  Sales 

1 

1 

Pearl  Harbor 

29,558,276 

10 

118,853,439 

2 

2 

Shrek 

28,172,869 

19 

148,361,421 

3 

New 

The  Animal 

19,610,520 

3 

19,610,520 

4 

22 

Moulin  Rouge 

13,718,306 

17 

14,394,913 

5 

New 

What’s  the  Worst  That  Could  Happen?  13,049,114 

3 

13,049,114 

6 

3 

The  Mummy  Returns 

7,753,680 

31 

181,181,185 

7 

4 

A  Knight’s  Tale 

3,417,394 

24 

49,423,047 

8 

6 

Bridget  Jones’  Diary 

2,014,889 

52 

65,358,871 

9 

5 

Angel  Eyes 

1,888,660 

17 

21,715,354 

10 

8 

Memento 

1,009,985 

80 

15,803,710 

11 

7 

Along  Came  a  Spider 

745,036 

59 

71,823,600 

12 

9 

Spy  Kids 

438,335 

66 

105,876,618 

13 

10 

Blow 

359,650 

59 

52,231,443 

14 

11 

Driven 

344,696 

38 

31,762,844 

15 

21 

0  Brother,  Where  Art  Thou? 

314,271 

164 

44,207,095 

16 

12 

Crocodile  Dundee  in  L.A. 

305,211 

45 

24,312,470 

17 

13 

The  Tailor  of  Panama 

272,437 

66 

12,884,112 

18 

16 

Crouching  Tiger,  Hidden  Dragon 

269,610 

178 

127,152,098 

19 

15 

Save  the  Last  Dance 

214,142 

143 

90,171,493 

20 

14 

The  Golden  Bowl 

197,904 

38 

1,525,991 

21 

18 

With  a  Friend  Like  Harry 

190,556 

45 

1,800,514 

22 

17 

Traffic 

139,197 

159 

123,836,420 

23 

27 

Cast  Away 

122,697 

164 

233,249,446 

24 

26 

Startup.com 

115,454 

24 

505,254 

25 

23 

Amores  Peros 

113,745 

66 

4,856,342 

26 

19 

Kingdom  Come 

113,305 

54 

22,749,922 

27 

33 

Gabriela 

100,320 

80 

1,175,205 

28 

25 

Exit  Wounds 

98,552 

80 

51,560,503 

29 

54 

Cyberworld  3D 

93,781 

241 

8,261,031 

30 

29 

Recess:  School’s  Out 

91,613 

108 

36,057,952 

©2001  MTV 
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MTV  Top  20 

U.S.  Countdown 

Week  of  6/4/01 

1.  Christina  Aguilera/Lsl  Kim/Pink/Mya 

Top  R&B/Hip-Hop  Albums 

The  top-selling  albums  compiled  from  a  national  sample  of  retail  store  sales. 

This  Last  Weeks 

Week  Week  on  Chart  Artist  Album  | 

1  -  1  Redman  Malpractice 

“Lady  Marmalade”  * 

i  2 

1 

3 

Missy  Elliott 

Miss  E...So  Addictive  j 

2.  Eve  w/  Gwen  Stefani  “Blow  Your  Mind” 

3 

2 

4 

Destiny’s  Child 

Survivor 

4 

- 

1 

Tyrese 

2000  Watts 

3.  Nelly  “Ride  Wit  Me” 

5 

3 

6 

Janet  Jackson 

All  for  You 

4.  Missy  Elliot  “Get  UR  Freak  On” 

6 

- 

1 

Lil  Jon  &  the  East  Side  Boyz  Put  Yo  Hood  Up 

, 

5-  Janet  Jackson  “All  for  You”  i 

7 

5 

10 

112 

Part  III 

8 

4 

9 

2Pac 

Until  the  End  of  Time 

6.  Snoop  Dogg  “Lay  Low” 

9 

6 

5 

Case 

Open  Letter 

i  7.  City  High  “What  Would  You  Do?” 

10 

- 

1 

Sticky  Fingaz 

Black  Trash 

8.  Staind  “It’s  Been  Awhile” 

©2001  Billboard/SoundScan,  Inc. 

9.  R.  Kelly  “Fiesta  Remix” 

10.  Tyrese  “I  Like  Them  Girls” 

1  11.  Sum  41  “Fat  Lip” 

12.  Linkin  Park  “Crawling” 

13.  Sunshine  Anderson  “Heard  it  All  Before” 

1 

Top  Country  Albums 

Compiled  from  a  national  sample  of  retail  store  sales. 

This  Last  Weeks 

Week  Week  on  Chart  Artist 

11  5  Tim  McGraw 

Album 

Set  This  Circus  Down 

2 

2 

43 

Soundtrack 

Coyote  Ugly 

1  14.  Tantric  “Breakdown” 

3 

3 

53 

Lee  Ann  Womack 

1 

I  Hope  You  Dance 

15.  Uncle  Kracker  “Follow  Me” 

4 

4 

25 

Soundtrack 

0  Brother,  Where  Art  Thou?  j 

16.  2Pac  “Until  the  End  of  Time” 

1 

1  ^ 

5 

6 

Brooks  &  Dunn 

Steers  &  Stripes 

!  6 

6 

33 

Sara  Evans 

Born  to  Fly 

17.  Lil  Mo  w/  Fabulous  “Superwoman” 

7 

7 

35 

Kenny  Chesney 

Greatest  Hits 

18.  Destiny’s  Child  “Survivor” 

1 

8 

9 

27 

Tim  McGraw 

Greatest  Hits 

19.  Train  “Drops  of  Jupiter” 

1  ® 

8 

91 

Dixie  Chicks 

Fly  i 

20.  Stella  Soleil  “Kiss  Kiss” 

10 

10 

81 

Faith  Hill 

Breathe 

©2001  MTV 

©2001  Billboard/SoundScan,  Inc. 
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MTV  #ls 
Around 
the  World 

Week  of  6/4/01 

Australia 

Christina  Aguilera/Mya/Lil  Kim/ Pink 
“Lady  Marmalade” 

Brazil 

Backstreet  Boys  “More  Than  That” 

Germany 

Atomic  Kitten  “Whole  Again” 

India 

Asha  Bhosle/Adnan  Sami  “Barsaat” 

Indonesia 

Jamrud  “Surti  Tejo” 

Italy 

Gorillaz  “Clint  Eastwood” 

Japan 

Misia  “Rhythm  Reflection” 

Latin  America  •  Mexico 

El  Gran  Silencio  “Dejenme  Si  Estoy...” 

Latin  America  -  Chile 

Madonna  “What  It  Feels  Like...” 

Latin  America  -  Argentina 

Catupecu  Machu  “Eso  Vive” 

Philippines 

Destiny’s  Child  “Survivor” 

Poland 

Bon  Jovi  “One  Wild  Night” 

Russia 

Delicate  “Careless” 

Southeast  Asia 

Lee  Ann  Rimes  “I  Need  You” 

Taiwan 

Sammi  Cheng  “Complete” 

U.K. 

Crazy  Town  “Butterfly” 

©2001  MTV 


Billboard  Modern  Rock  Tracks 

Compiled  from  a  national  sample  of  airplay  provided  by  Broadcast  Data  Systems. 


This 

Week 

Last 

Week 

Peak 

Pos. 

?/eeks 
on  Chart 

Title 

Artist 

1 

1 

1 

10 

It’s  Been  Awhile 

Staind 

2 

2 

2 

7 

Hash  Pipe 

Weezer 

3 

5 

3 

4 

The  Rock  Show 

Blink-182 

j 

4 

4 

4 

14 

Breakdown 

Tantric 

5 

3 

1 

28 

Drive 

Incubus 

6 

6 

3 

16 

My  Way 

Limp  Bizkit 

7 

8 

7 

4 

Schism 

Tool 

1 

8 

10 

8 

11 

Crawling 

Linkin  Park 

1  9 

9 

9 

13 

Your  Disease 

Saliva 

i  10 

11 

10 

8 

The  Space  Between 

Dave  Matthews 

©2001  Billboard/Broadcast  Data  Systems 


College  TV  Network  "Vddeo  Playlist 

Submitted  by  College  Television  Network  for  week  ending  June  4, 2001 

Artist  Title 

Badazz  Wrong  Idea 


Blu  Cantrell 

Hit  Em  Up  Style 

Blues  Traveler 

Girl  Inside  My  Head 

David  Gray 

Please  Forgive  Me 

Everclear 

Brown  Eyed  Girl 

Faith  Evans 

Good  Life  (remix) 

Faith  Evans  w/  Carl  Thomas 

Can’t  Believe 

Fantastic  Plastic  Machine 

Take  Me  to  the  Disco 

Foxy  Brown 

Brooklyn  Anthem 

Green  Day 

Waiting 

Modjo 

Chillin’ 

Ours 

Sometimes 

Product  G&B 

Cluck  Cluck 

Radiohead 

Pyramid  Song 

Rehab 

It  Don’t  Matter 

SYNDICATES 


NSNC  conference  attendees  hear  their  fellow  writers'  views 
on  syndication,  getting  edited,  job  security,  and  other  topics 

BY  DAVE  ASTOR 

SAN  FRANCISCO 


The  results  are  preliminary,  and  the  sample 
wasn’t  huge.  But  given  the  fact  that  newspaper  colum¬ 
nists  are  rarely  surveyed,  a  California  professor  has 
unearthed  some  unique  information. 

J.  Michael  Robertson,  who  teaches  at  the  University 
of  San  Francisco,  told  National  Society  of  Newspaper  Columnists 
(NSNC)  conference  attendees  here  that  he  has  tabulated  125  survey 
responses  so  far.  Here  are  some  of  the  findings  (which,  partly  because 


not  everyone  answered  every  question, 
include  numbers  that  don’t  add  up  to  125): 

•  Thirty-four  agreed  and  74  disagreed 
that  “syndication  is  a  mau'k  of  excellence  in 
column  writing.”  Robertson  said  some  re¬ 
spondents  feel  syndication  creates  pressure 
to  “write  bland,  generic  columns.”  But  one 
audience  member  said  the  numbers  reflect 
the  fact  that  many  answering  the  poll  are 
local,  unsyndicated  columnists. 


•  One  hundred  one  agreed  and  10 
disagreed  that  “good  columnists  are  good 
reporters.” 

•  Seventy-one  agreed  and  16  disagreed 
that  their  co-workers  think  column  writing 
is  easier  than  reporting,  feature  writing, 
and  editing. 

•  Seventy-one  agreed  and  20  disagreed 
that  columnists  should  be  paid  more  than 
the  average  reporter  or  editor. 


•  One  hundred  said  they  are  and  24 
said  they  aren’t  consulted  by  their  editor 
before  changes  are  made  in  a  column. 

•  Sixty-five  said  th^  have  never  had  a 
column  killed,  41  have  had  one  to  five 
killed,  seven  have  had  five  to  10  killed,  and 
one  had  had  more  than  20  killed. 

•  Twenty-two  said  colunmists  should 
be  objective  and  97  said  they  shouldn’t.  But 
104  said  columnists  should  be  fair. 

•  Seventy-six  said  column  writing  is  an 
art,  24  said  it’s  a  craft,  and  seven  said  it’s  a 
combination  of  both. 

•  Forty-seven  write  one  column  a  week, 
21  write  two,  27  write  three,  and  12  write 
four  or  more. 

•  Fifty-one  said  they  knew  and  59 
said  they  didn’t  know,  when  first  entering 
journalism,  that  they  eventually  wanted  to 
become  a  columnist. 

•  Ninety-five  said  the/ re  secure  and  26 
said  they’re  not  secure  in  their  jobs. 

•  Forty-nine  said  they  will  and  48  said 
th^  will  not  choose  to  give  up  their  column 
one  day.  But  114  agreed  and  five  disagreed 
that  some  writers  do  columns  for  too  long. 

•  Seventy-five  have  bachelor’s  degrees 
and  25  master’s  degrees. 

In  an  age  of  bottom-line  journalism,  are 
columnists  a  luxury?  “People  who  read  you 
are  more  literate  and  more  active  con¬ 
sumers  than  average,  so  you’re  pulling  your 
weight,”  Robertson  told  NSNC  attendees, 
who  included  columnists  from  more  than 
20  states  and  Canada. 

Robertson,  who’s  working  on  a  book 
about  columnists,  is  associate  professor 
and  chair  of  communication  studies  at  his 
university.  He  formerly  wrote  for  the  San 
Francisco  Chronicle  for  11  years.  H 


In  brief 

Yet  another 
comic  great 
passes  away 

WITHIN  A  SIX-MONTH  PERIOD 
in  1950-51,  three  World  War 
II  veterans  moved  from 
magazine  cartooning  to  newspaper 
syndication  —  where  fame  awaited  Mort 
I  Walker  (“Beetle  Bailey”),  Charles  Schulz 
i  (“Peanuts”),  and  Hank  Ketcham  (“Dennis 
!  the  Menace”).  Now,  with  Ketcham’s  June 
1  death  from  prostate  cancer,  two-thirds 
of  this  troika  are  gone. 


www.editorandpublisher.com 


Ironically,  the  81- 
year-old  Californian 
died  only  a  week  after 
the  opening  of  a  50th- 
anniversary  “Dennis 
the  Menace”  exhibit 
at  the  International 
Museum  of  Cartoon 
Art  in  Boca  Raton,  Fla. 

The  show’s  guest 
curator,  “Hi  &  Lois” 
writer  Brian  Walker 
(son  of  Mort),  had  this 
to  say  about  Ketcham’s 
creation:  “Dennis  the 
Menace  is  one  of  those 

Hank  Ketcham,  his  wife, 
and  son  Dennis  in  1951 
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and  the  New  York  Times  News  Service. 

That’s  according  to  the  news  service’s 
and  New  York  Times  Syndicate’s  latest 
“Update”  publication.  It  noted  that 
Swartz  is  credited  for  her  1988  creation 
in  the  new  “Oxford  English  Dictionary.” 


each  character  you 
draw,”  he  told 
E&P  in  1986. 

“Dennis  the 
Menace,”  which  is 
distributed  by 
King  Features 
Syndicate  to 
more  than  1,000 
newspapers,  will 
continue  to  be 
handled  by  Mar¬ 
cus  Hamilton  and 
Ron  Ferdinand. 
Ketcham  stopped 
doing  his  comic 
several  years  ago, 
but  continued  to 
oversee  it  while 
also  spending 
time  as  a 
painter. 

—  DaveAstor 


cartoon  charac¬ 
ters  who  tran¬ 
scended  pen 
and  ink  to  be¬ 
come  a  cultural 
He  added, 


icon. 

“Hank  was  very 
highly  regarded 
among  cartoon¬ 
ists  for  his  autis¬ 
tic  ability.  In 
terms  of  compo¬ 
sition  and  line 
work,  he  was 
one  of  the  best  in 
the  business.” 

The  comic 
about  a  mischie¬ 
vous  5-year-old 
also  spawned 
books  selling 
more  than  50 
million  copies,  a 
1959-63  TV  series,  and  two  1990s  movies. 
Ketcham  himself  did  some  acting  in  his 
school  days,  and  said  a  theatrical  back¬ 
ground  helped  him  as  a  cartoonist.  “You 
become  the  stage  director,  lighting  direc¬ 
tor,  furniture  designer  —  and  the  actor  for 


et  cetera 


PERSONAL  TRAINER,"  A  WEEKLY 
health-and-fitness  graphic  illustrated 
by  Paul  Trap,  is  being  offered  by  Knight 
Rioder/Tribune  Information  Services.  Also, 
KRT  is  providing  its  print  graphics  in  narrow¬ 
er  column  measures  starting  July  1. ... 
Copley  News  Service  has  launched  California 
Wire,  a  daily  package  that  includes  stories, 
features,  editorials,  and  editorial  cartoons 
of  interest  to  Golden  State  readers. ... 
AccuWeather  is  providing  AmeriCares,  the 
international  disaster  relief  and  humanitari¬ 
an-aid  organization,  with  weather  alerts  and 
access  to  its  100  meteorologists.  And  the 
two  organizations'  Web  sites  will  link  to  each 
other. ...  Publishers- Edge,  which  syndicates 
special  sections,  is  offering  a  service  for 
newspapers  that  publish  these  sections 
online. ...  Uclick  is  partnering  with  Airborne 
to  provide  content  —  including  comics  such 
as  “Doonesbury”  and  “Garfield”  —  to  wire¬ 
less  users. ...  “Tech-To-Go,”  Andy  Walker's 
column  on  devices  people  use  while  on  the 
road,  is  being  offered  by  Cyberwalker  Media. 
CM  is  also  offering  reviews  of  digital  prod¬ 
ucts.  ...  Kinecta,  which  is  involved  in  the 
automation  of  online  syndication,  has  a  new 
product  calied  the  “Kinecta  Content  Direc¬ 
tory.”  ...  The  Associated  Press  reported  that 
“Dilberf '  creator  Scott  Adams  of  United 
Feature  Syndicate  is  “cutting  out  publishers 
and  book  tours”  by  offering  a  non-“Dilberf ' 
e-book  directly  to  readers  online.  Because  of 
the  way  it's  being  sold,  “God's  Debris”  costs 
only  $4.95 —  “Mutts”  cartoonist  Patrick 
McDonnell  of  King  Features  Syndicate  has  a 
new  collection  called  “A  Little  Look-See” 
(Andrews  McMeel  Publishing),  while  “One 
Big  Happy”  cartoonist  Rick  Detorie  of  Cre¬ 
ators  Syndicate  has  a  new  book  entitled  “All 
the  Dirt!”  (NBM  Publishing). ...  Recording 
artisVproducer/new-media  pioneer  Todd 
Rundgren  has  joined  Context  Media’s 
advisory  board. ...  Former  New  York  Times 
Co.  executive  James  Cube  and  literary  agent 
Sterling  Lord  have  joined  Featurewell.com's 
advisory  board. ...  “Shortcuts”  is  now 
available  with  a  teaching  guide  to  assist 
educators  who  use  the  Jeff  Harris-created 
United  kids’  page  in  the  classroom. 


UknMlouTA 


The  first-ever  “Dennis  the  Menace”  comic  in  1951 


Dictionary  has  the  goods 
ON  ORIGIN  OF  ‘bad-hair  DAY’ 

The  expression  “bad-hair  day”  grew  from 
the  mind  of  columnist  Susan  Swartz  of 
TTie  Press  Democrat  in  Santa  Rosa,  Calif., 
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cannot  guarantee  that  papers  always  stay 
clean  and  dry.  Enclosing  each  copy  in  a 
sealed  bag  prior  to  distribution  would  do 
the  trick,  if  only  there  were  enough  time 
between  midnight  and  morning  light,  room 
in  the  mailroom,  and  part-time  packaging 
personnel  to  stiiff  and  somehow  seal  each 
copy  before  it  reaches  the  stacker  —  instead 
of  after  it  leaves  the  truck. 

Jackets,  inside  sections,  and  pre-inserted 
sections  can  be  conveyed  from  the  press,  an 
inserter,  or  a  FlexiRoll  circular  storage/ 
buffer  cassette  to  the  PowerWrap,  which 
also  is  directly  fed  the  same  types  of  prod¬ 
ucts,  as  well  as  iminsertable  items.  From 
feeders  similar  to  those  on  the  company’s 
Alphaliner  inserter,  products  as  large  as  80 
broadsheet  pages  can  be  onserted  on  an 
arriving  inserted  jacket  to  create  a  two-  to 
three-inch-thick  package.  GMA  is  looking 
to  onsert  (collate)  six  sections  with  an 
inserted  section,  according  to  White. 

The  stream  of  packages  then  is  conveyed 
to  a  section  where  each  is  wrapped  in 
plastic  and  the  plastic  is  sealed.  For 
packages  less  than  Vs  of  an  inch  thick 
(e.g.,  Sunday  magazine,  TV  booklet,  and 
;  I  preprinted  ads  inside  and  outside  a 

I  comics  section).  White  estimated 
PowerWrap  throughput  at  15,000 
copies  per  hour,  with  rates 
decreasing  as  thickness  increases. 

For  some,  that  rate  will  remain  a 
drawback.  As  one  packaging  center 
manager  remarked  after  the  demo: 
“You  lose  half  your  hopjwrs  and  you 
feed  only  every  other  pocket,”  be¬ 
cause  the  wrapping  unit  speed  is 
half  that  of  the  SLS2000  inserter. 

GMA  is  investigating  the  practi¬ 
cality  of  wrapping,  then  winding 
prepacks  onto  FlexiRolls,  later 
refeeding  them  to  the  PowerWrap 
for  onserting  a  later  live  section, 
then  putting  a  second  wrap  on 
ickages.  entire  package  and  passing  it 
to  the  Bimdler,  according  to  Marketing 
Services  Director  Carl  Bahn. 

The  individually  wrapped  packages  can 
be  stacked,  top-sheeted  and/or  bottom- 
wrapped  in  kraft  paper,  and  strapped  — 
frinctions  that  GMAs  Bundler  combines. 
The  entire  process  not  only  keeps  hands  off 
the  assembly  of  large  Sunday  papers,  but 
also  helps  keep  hands  out  of  assembled 
Sunday  packages,  where  things  such  as 
coupons  and  TV  sections  often  go  missing. 

For  its  demo,  GMA  had  hopper  loaders 
feeding  two  different  preprinted  sheets  to  a 
4-into-l  SLS20C)0  inserter,  through  which 


X  makes  more  headway  in  mailrooms,  always  trying  to 
keep  pace  with  expanding  zoning  and  targeting 
efforts,  the  three  pounds  of  paper  parts  in  many 
Sunday  editions  remain  an  obstacle  to  post-press  productivity. 
Like  GMA’s  Bundler,  with  which  it  was  demonstrated  late  last 

month,  its  PowerWrap  aims  to  j  ^  V 

reduce  space  and  staff  needs  —  but  i  |H  1 

with  the  particular  objective  of  ^  ] 

has,  as  one  newspaper  executive  ^ 

later  observed,  “probable  second-  ^ 

ary  applications”  for  other  prod-  * 

ucts  on  other  days.  Finished  and  ^ 

frinctioning,  PowerWrap  neverthe- 

less  remains  a  concept  machine  for 

newspapers,  not  a  product,  accord- 

ing  to  GMA  executives.  It  isn’t  for  SjjBKv* 

sale  and  will  appear  at  Nexpo  only 

tions  in  Europe  and  the  United 

States”  for  three  years,  said  Mike  can  bag  insert  prepacks  or  assemble  full  Sunday 

White,  development  product  manager.  j  daily  with  roughly  half  the  Republics  page 
While  aware  that  PowerWrap  is  “just  a  j  count,  a  mailroom  manager  familiar  with 
new  configuration  of  existing  equipment,”  I  PowerWrap  said  his  paper  is  “going  in  a  dif- 

Bob  Kotwasinski  said  “it  was  good  to  see  a  |  ferent  direction.”  WhUe  GMA  showed  fully 
supplier  pursuing  a  new  version  of  auto-  |  wrapped  packages  (and  pallet  loads),  this 

mation  for  the  mailroom.”  The  production  manager,  who  asked  not  to  be  identified, 

vice  president  said  the  system  “has  sparked  looks  to  wrap  the  bundles  on  four  sides, 

an  interest”  at  his  Arizona  Republic,  week-  Often,  inserting  isn’t  enough  to  keep 

day  circulation  482,259  (599,450  Sunday),  j  coupon  booklets,  mail-in  cards,  preprinted 
In  Phoenix,  where  the  daily  average  of  90  j  ads,  Sunday  magazines,  TV  programming 

pages  rises  to  almost  200  on  Simday,  !  guides,  and  multiple  newspaper  sections 

“we’re  pretty  optimistic,”  he  added,  pending  |  together,  and  it’s  incapable  of  handling 
further  talks  with  GMA  at  Nexpo.  bulkier  items  such  as  product  samples. 

Across  the  country,  however,  at  a  midsize  1  Bags  may  keep  packages  together,  but 
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uniformly  flat  and  square  on  five  sides  and 
uniformly  tapered  almost  to  a  blunt  point 
on  the  sixth,  completely  open  side  (formed 
by  the  outside  edges  of  the  tabloid’s  pages). 

Staffers  easily  stacked  tiers  of  bundles 
onto  pallets,  careful  only  to  orient  bundles 
sitting  along  the  edges  of  each  tier  so  that 
their  tapered  sides  all  faced  inward  —  2m 
arrangement  whereby  any  tendency  to  tip 
would  cause  a  load  to  “fall  together”  rather 
than  fall  apart.  In  any  event,  loads  are 
wrapped  in  plastic  before  they  ship. 

Kotwasinski  said  he  was  impressed  by 
the  Bundler’s  work  in  a  real  production 
environment.  But  of  the  tandem  Power- 
Wrap-Bundler  system,  he  said,  “There  are 
still  a  number  of  questions  that  have  to  be 
answered.”  Among  them:  Are  half-speed 
heads  needed  to  collate  large  products  at, 
say,  10,000  per  hour?  And  what  happens 
to  onserted  product  samples  when  com¬ 
pressed  by  the  Bundler?  Kotwasinski  also 
said  he’s  looking  for  more  detail  on  the 
equipment  —  for  example,  hopper-loader 
compatibility  with  other  equipment  —  and 
he  seeks  assurance  the  Bundler  can  ink-jet 
a  bottomwrap  label  for  zone  identification. 

For  now,  said  Bahn,  PowerWrap  is 
“slated  for  intense  beta  testing  at  GMAs 
research  center.”  (1 


passed  a  l6-page  jacket  supplied  from  an 
unwinding  Fle.xiRoll  cassette.  Inserted  jack¬ 
ets  exited  the  machine  by  gripper  conveyor 
that  passed  over  a  Bundler  —  either  en 
route  to  the  PowerWrap  for  onserting 
with  another  l6-page  section  or  diverted 
through  Bundler’s  overhead  infeed  (which, 
according  to  Research  and  Development 
Manager  Harry  Noll,  now  benefits  from  on- 
the-fly  selective  release  from  the  conveyor). 

From  the  PowerWrap,  onserted  and 
wrapped  packages  passed  back  into  the 
Bundler,  where  they  were  stacked  and  tied 
with  two  parallel  straps.  The  Bundler  also 
counts  copies  and  can  apply  top  or  bottom 
paper  wrappers.  The  Bundler  creates  sta¬ 
ble,  palletizable  bundles  even  though  it 
does  not  counter-stack  product.  It  accom¬ 
plishes  this  by  firmly  holding  each  new, 
neat  stack  while  it  is  formed,  compressed, 
and  strapped.  The  contents  do  not  shift, 
tip,  slip,  or  slide  prior  to  bundle  tying. 

At  the  company’s  nearby  sibling  business 

—  a  commercial  inserting  operation  that 
<dso  serves  as  a  live  test  bed  for  its  systems 

—  Bundlers  were  handling  inserted  ad¬ 
vance  sections  of  New  York’s  Sunday  News. 
But  instead  of  producing  the  bulky, 
misshapen  bundles  often  referred  to  as 
footballs,  strapped  stacks  emerged 


Circulation  InSight  enables  analysis  of  op¬ 
erating  data  for  strategic  decision-making. 


EQUIPMENT 

BUSINESS  SYSTEMS 


Publishing  Business  Systems 

Barrington,  III. 

Licensed  MediaPlus  Circulation  Manage¬ 
ment  and  List  Matching  to  The  San  Diego 
Union-Tribune  after  a  task  force  repre¬ 
senting  accounting,  circulation,  and 
information  technology  at  Copley  Press  | 

Inc.’s  374,133-circulation  flagship  ! 

conducted  a  yearlong  review.  The  ! 

group,  according  to  Circulation  || 

Director  Mike  Proebstle,  recognized  " 

PBS  features  that  support  important  j 

initiatives  at  the  paper,  including  i 

retention  and  acquisition,  improving  i 

efficiency  and  customer  service,  managing 
multiple  products,  and  increasing 
distribution  flexibility  and  granularity. 

PBS  also  licensed  MediaPlus  Circula¬ 
tion  Management  and  Circulation  InSight, 
with  MediaPlus.Online,  to  the  E.W. 

Scripps  Co.’s  34,847-circulation  Daily 
Camera,  Boulder,  Colo.,  thus  allowing  24- 
hour  customer-service  access  via  the  Net. 


Tobias  Associates  Inc.,  ivyUmd,  Pa. 
Said  its  SDT  scanning  densitometer  can 
now  read  three-color  gray-balance  bars  for 
color  control  and  statistical  process  control 
reporting.  Its  new  ribbon  feature  allows 


!  scanning  of  individual  pages  and  their  elec- 
j  tronic  reassembly  into  a  full  sheet.  Scan- 
I  ning  a  graybar  across  a  page,  the  SDT  reads 
I  a  V^-inch  eu'ea  in  the  center  of  each  ink  col- 
{  umn,  showing  results  in  under  15  seconds 
and  each  process  color’s  density  deviation 
from  an  OK  sheet  or  house  reference  val¬ 
ues.  The  SDT  also  scans  Vi6-inch  colorbars. 


Digital  Collections 

Your  search  is  over 
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Nash  (we’re 
pretty  sure) 


Dave  Manning,  meet  Alan  Smithee 

La-ia  Land  of  Make-Believe 

Ridgefield  Press  Publisher  Thomas  Nash 
expected  some  attention  when  word  got  out  that 
Sony  Pictures  had  attributed  bogus  film  blurbs  to 
a  nonexistent  critic  named  “Dave  Manning”  at 
his  tiny  Connecticut  weekly.  But  after  a  week  of 
fielding  calls  from  some  30  out¬ 
lets,  including  the  BBC,  Nash 
said  he’s  gotten  a  quick  lesson 
in  media  hype  from  the  other 
side.“ABC-TV  wanted  me 
to  come  into  New  York  and 
talk  to  Joel  Siegel  about 
it,”  Nash  told  E&P.  “I  de¬ 
clined.  I  thought,  ‘What  is 
the  big  deal  about  this  tiny 
little  thing?”’ 

But  big  deal  it  has  become.  Aside  from 
sparking  an  internal  review  at  Sony  and 
launching  discussions  in  Hollywood  about 
the  legitimacy  and  scrutiny  of  blurbs  (often 
from  junketing  critics),  the  incident  has 
sparked  an  investigation  by  Connecticut 
Attorney  General  Richard  Blumenthal. 

Nash,  meanwhile,  has  assigned  a  reporter 
to  find  out  why  his  6,858-circulation 
weekly  was  picked  to  front  the  fraud, 
when  Sony  could  have  so  easily  just 
made  up  a  newspaper  name. 

And  last  Thursday  two  major  papers  had 
some  fun  with  the  scandal.  The  opinion 
page  of  the  Los  Angeles  Times  ran  a  tribute 
titled  “This  Editorial  Rocks!”  —  with 
purported  headlines  about  the  incident, 
including:  “Industry  Built  on  Make-Believe 
Amazed  Anyone  Would  Do  Such  a  Thing,” 

“E!  Channel  Details  Manning’s  Hypotheti¬ 
cal  Descent  Into  Drugs  and  Booze,"  and 
“Weekend  Grosses  Indicate  U.S.  Disagrees 
with  Manning.”  The  Boston  Herald 
presented  an  exclusive  interview  with 
“Manning,”  in  which  he  claimed  that  he 
used  to  review  films  in  L.A.,  but  everybody 
out  there  “is  so  unreal.  Critics  like  me 
were  a  dime  a  dozen.”  —  Joe  Strupp 


“0///-.s‘,  after  (I /L  is  not  a  profession  that  has  /on}^ 
been  assoeiated  xcifh  sobrietfj." 

-  CLARENCE  PAGE,  COLUMNIST,  ON  THE 
ETHICS  OF  COVERING  THE  BUSH  DAUGHTERS 

Photo  of  the  xceek 

mnil  HIS  NAME  IS  MUD 


PAUL  MIDDLESTAEDT, 
ST.  CLOUD 
(MINN.)  TIMES 

IT’S  NOT  HOWIE 
Kurtz,  the 
media  critic. 
Nor  is  it  Mr.  Kurtz, 
the  Joseph  Conrad 
character,  although 
his  sentiment  (“The 
horror!  The  hor¬ 
ror!”)  certainly  fits. 
No,  this  is  Mark 
Kurtz,  and  he  is  hav¬ 
ing  some  good,  not 
so  clean  fun  at  the 
annual  Camp  Jeep 
in  Albany,  Minn., 
one  of  several  such 
gatherings  around 
the  country.  Jeepers 
creepers,  where’d 
you  get  them  peep¬ 
ers?  —  Greg  Mitchell 
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Ethics  Cornel' 


If  coverage  of  the  Seattle  Mardi  Gras  melee  constituted  a  test, 
then  it  appears  more  than  one  media  organization  failed  it 


CALL  THEM  THE  SEATTLE  DEPUTY  NEWS  SHERIFFS. 

They  are  the  TV  stations  and  newspapers  that 
caved  in  to  police  demands  for  news-video  outtakes 
and  unpublished  photos  of  the  Feb.  27  Mardi  Gras 
riot  in  the  city’s  historical  Pioneer  Square  district. 
Their  surrender  to  the  police  force  was  unnecessary. 

The  cops  had  their  own  cameras  focused  on  the  4,000  revelers 
and  were  given  dozens  of  videos  by  people  who  witnessed  the 


carnage  that  injured  70  people  and  left  a 
20-year-old  man  dead. 

The  trend  these  days  is  for  news  outlets, 
in  the  name  of  civic  journalism,  to  give  law- 
enforcement  officials  anything 
they  ask  for  without  thinking 
about  the  long-range  damage 
they  are  doing  to  their  credibility 
or  the  constitutional  well-being 
of  the  people  they  serve. 

The  Seattle  cops  were  on  a 
fishing  expedition  when  they 
went  after  the  news  products 
of  The  Seattle  Times,  the  Post- 
Intelligencer,  and  the  area’s  TV 
stations.  That  is  routine  behav¬ 
ior  in  countries  where  there  is  no  free 
press  to  keep  governments  in  check.  Those 
regimes  are  always  confiscating  presses 
or  taking  over  TV  stations.  Giving  up 
unpublished  material  is  the  same  as 
turning  over  the  presses  to  the  police. 

Before  newspeople  began  identifying 
themselves  as  civic  journalists,  TV 
stations  would  recycle  their  outtakes  and 
newspapers  would  hide  or  destroy  their 
unpublished  photos  rather  than  give 
them  to  the  cops.  But  that  was  when  the 
prevailing  wisdom  was  that  reporters 
should  not  become  undercover  operatives. 

Except  in  Seattle. 

“The  media  were  all  very  cooperative,” 


[  said  Gary  Nelson,  a  member  of  the  Mardi 
Gras  police  task  force  formed  after  the  riot. 

I  “Everyone  was  so  appalled  by  what 
I  happened  that  they  didn’t  hold  anything 
back.  We  were  able  to  identify 
71  people  from  the  tapes  and 
take  41  of  them  into  custody.” 

The  Seattle  Times  won  the 
award  for  Most  Cooperative 
Newspaper.  The  Times  agreed 
to  post  on  its  Web  site  the 
photos  of  28  Mardi  Gras 
celebrants  the  cops  thought 
might  have  committed  crimes. 
Then  the  paper  culled  its 
picture  files  for  suspects,  even¬ 
tually  adding  a  dozen  more  people  to  its 
Internet  list.  “It  was  a  way  to  cooperate 
without  opening  ourselves  to  charges  that 
we  were  favoring  either  the  prosecutors  or 
the  defense  attorneys,”  said  Michael  R 
Fancher,  executive  editor  of  the  Times. 

Fancher  also  thought  he  might  lose 
in  court  if  he  resisted.  He  might  have 
changed  his  mind  had  he  read  the  1995 
files  of  his  own  newspaper. 

Stacy  Bums,  then  the  editor  of  the 
Mountlake  Terrace  High  School  newspaper 
in  suburban  Seattle,  risked  jail  to  hold  onto 
photos  of  a  school  brawl.  The  newspaper 
adviser  hid  the  pictures,  the  cops  eventually 
left,  and  Stacy  went  to  college. 


But  adults  have  a  more  mature  agenda. 

“With  the  advent  of  the  Internet, 
newsrooms  are  taking  their  unpublished 
photos  and  posting  them  on  their  Web 
sites,”  said  Lucy  Dalglish,  executive 
director  of  the  Reporters  Committee  for 
Freedom  of  the  Press  in  Arlington,  Va. 
“Every  time  they  do  that,  I  roll  my  eyes.” 

The  Post-Intelligencer  gave  up  its  photos 
without  a  whimper. 

“We  had  pictures  showing  that  real 
crimes  were  being  committed,  so  we  made 
them  available  to  police  investigators,”  said 
Kenneth  F.  Bunting,  executive  editor  of 
the  newspaper.  “We  are  citizens  of  the 
community.  I  don’t  think  any  journalism 
principles  were  involved.” 

The  TV  stations  were  more  creative  in 
their  complicity. 

KIRO-TV,  owned  by  Cox  Enterprises 
Inc.,  broadcast  all  its  Mardi  Gras  footage 
on  its  overnight  news  shows  so  the  cops 
could  tape  it.  “We  used  hours  of  tape,”  said 
Marsha  Stewart,  an  assignment  editor. 

KOMO-TV,  a  Fisher  Communications 
Inc.  station,  broadcast  45  seconds  of 
selected  footage  in  slow  motion.  “We  stayed 
on  people  for  two  or  three  seconds  so  police 
could  identify  suspects,”  said  Joe  Bsunes, 
vice  president  and  news  director.  “I  can  go 
home  and  look  at  myself  in  the  mirror  and 
know  I  did  the  right  thing.” 

Todd  Mokhtari,  news  director  of  KCPQ- 
TV,  a  TVibune  Co.  property,  ran  hours  of  un¬ 
cut  footage  of  the  riot  on  his  overnight 
broadcasts.  “We  had  the  murder  suspect  on 
tape  punching  the  guy  who  died,”  said 
Mokhtari.  “It  was  pretty  horrific.” 

All  this  volunteerism  hasn’t  satisfied  the 
cops.  They  have  subpoenaed  the  stations 
and  want  their  executives  to  testify  about 
what  was  on  their  tapes.  Even  worse, 
police  officials  say  that  defense  attorneys 
want  the  news  photographers  to  testify 
about  what  they  vvdtnessed  before  and 
after  they  shot  their  pictures. 

There  are  good  reasons  for  that.  It  is 
sometimes  impossible  to  tell  if  someone 
captured  on  video  is  defending  himself, 
shielding  someone  else,  or  guilty  of  being 
in  the  wrong  place  at  the  wrong  time. 

There  is  no  doubt  the  police  used  the 
videos  to  track  down  some  crazed  cele¬ 
brants.  But  it  would  be  criminal  if  a  single 
person  is  victimized  by  misleading  images 
the  media  made  available  to  the  cops.  11 
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Masthead  International,  Inc 

Press  Installation  &  Service  Contractor  since  1971 
3602  South  16th  Street  Phoenix,  AZ  85040 
Phone:  (602)  323-0490  Pax:  (602)  323-5633 


Are  you  ready  to 
convert  your  presses 
to  50",  49",  or  48" 
this  year?  Come  see 
us  at  booth  #1510. 


Advanced  Publishing  Technology 


BOOTH  #2959 

Contact:  Jeff  Sie 
Phone:  818-557-3035 
E-mail:  aptsales@advpubtech.com 

Advanced  Publishing  Technology,  founded 
in  1991,  presents  the  most  updated 
versions  of  its  ACT  Order  Entry,  Editorial 
and  A/R  software.  Implemented  at  over 
180  publications  nationwide,  the  ACT 
system  provides  innovative  publishing 
solutions  to  the  newspaper,  magazine 
and  shopper  industries. 

www.advpubtech.com 


<  thespecdeptcom. 

It  has  been  proven  -  newspapers  using 
thespecdept.com  sell  more  ads  and 
make  more  money!  With  this  great  sales 
tool  your  reps  and  creative  staff 
will  generate  more  spec  ads  than  ever 
before.  Get  your  FREE  password  today 
www.thespecdept.com. 

Wendy  Martin 

Vertis  Newspaper  Premedia  Services 
wmartin@vertisinc.com 
(309)-682-6331 


MGL 

^ammlNTERNATIONAL  /NC.— 


BOOTH  # 1900 

STAFFED  BY:  Art  Hamlin 

EXHIBIT:  MGI  International  Inc  will  be 
introducing  pressroom  pollution  control 
equipment,  flexo  ink  management,  flexo 
ink  recovery  equipment,  dust  control 
and  noise  control. 

1800  Chapman  Avenue 
Rockville,  MO  20852 
(301)  881-4242;  Fax:  (301)  881-9121 


Advanced  Publishing  Technology 


BOOTH  #2959 

Contact:  Jeff  Sie 
Phone:  818-557-3035 
E-mail:  aptsales@advpubtech.com 

APT,  the  industry  leader  in  ad  tracking 

systems,  presents: 

•  AdMaster  -  Updated  Macintosh  user 
interface 

•  AdMaster  Online  -  Web-based  customer 
order,  data  collection,  proofing,  and  approval 

•  AdMaster  Onyx  -  Automated  production 
and  pagination  for  automotive  and  real 
estate  specialty  publications 

www.advpubtech.com 


Publishing  Solutions 

NEXPO  BOOTH  #3203 

Contact  Ron  Stephens,  National  Sales  Manager 
1300  National  Drive  Sacramento,  Ca  95834 
Tel:  (916)  929-9481 
Email:  $ale$@iup$.com 
Web:  www.nxps.com 

Providing  superior  technology  for  the 
newspaper  market  is  the  focus  of  net-linx 
Publishing  Solutions.  Industry  veterans 
CText,  SI  I  and  Computext  joined  forces 
becoming  the  newest  powerhouse  in  editorial, 
classified  and  e-commerce  software.  Come 
see  why  the  name  for  enhanced  productivity 
and  publishing  solutions  is  net-linx. 


sitma 


BOOTH  #459 

Contact  Name:  Peter  Butikis 
Phone:  651-222-2324 
Email:  sitmausa@sitma.com 
Web:  www.sitmagroup.com 

SITMA  is  your  only  solution  for 
packaging  of  Sunday  product,  either 
comic  package  or  completes,  as  well 
as  selectively  feeding  advertising  by 
targeted  audiences.  Our  hospitality 
booth  at  NEXPO  will  provide  videos, 
product  literature  and  drawings  of 
newspaper  installations. 


Software  Construction  Company 

NEXPO  BOOTH  #4059 

see  MediaServer  Version  4.0  -  integrated 
text,  image  and  graphics  production 
and  archive  system  incorporating 
industry  standard  SQL  database  and 
Verity  search  technology,  eiient  access 
via  see  MediaGrid  for  Macintosh  or 
Windows,  or  Web  browser.  Gurrently 
over  50  newspaper  installations. 

5975  Shiloh  Road,  Suite  106 
Alpharetta,  GA  (USA)  30005 
Tel:  (770)  205-5756,  Fax  (770)  205-5880 
Email:  sales@swcc.com 
Web:  http://www.swcc.com 


aaoTioN 

MSystems 

BOOTH  #1937 

4995  Monaco  Street 
Commerce  City,  CO  80022 

Telephone:  (303)  853  8500 
FAX;  (303)  853  4301 

e-mail:  xgreenandmotion-systems.com 
www.motion-systems.com 

Motion  Systems  provider  of  newspaper  material 
handling  equipment  and  control  systems.  Includes 
roll  handling,  mailroom,  dock,  lapstream  conveyors, 
bundle  distribution/buffering,  and  waste  handling. 

Control  Systems  include  upper  and  lower  level  bundle 
tracking,  Motion2000  sortation,  and  totalizing. 

SERVING  THE  INDUSTRY  SINCE  1976  ! 


SEE  YOU  AT  NEXPO! 


The  best  weather  page  means  increased 
credibility,  readership  and  readership! 


Newspapers  from  Seattle  to  Miami  know 
AccuWeather  is  simply  the  most  accurate. 


Pittsburgh  Tribune-Review 

newspaper  article  3/18/01 

TV  Metearologists'  Accuracy  Rated  in  Manthly  Study 

"of  the  three  (TV  stations),  KDKA  (the  AccuWeather 
affiliate)  correctly  predicted  the  temperatures  in  its 
five-day  forecast  most  often...  with  KDKA  nailing  the  high 
temperature  83  percent  of  the  time."  (The  other  stations 
scored  75  and  62  percent  accuracy.) 


Still  Another  AccuWeather  Victory 

Pittsburgh  forecasts  made  Wednesday  evening,  4/11/01: 

AccuWeather:  "Rather  cloudy  tonight,  nothing  more 
than  a  stray  shower. " 

Gavernment:  "Flash  Flood  Watch  until  7:00  am 
Thursday...  Tonight...  Showers  and  thunderstorms 
likely...  Rain  may  be  heavy  at  times." 

What  happened:  AAostly  cloudy  with  only  a  trace  of  rain. 


AccuWeather  weather  pages  are 
more  credible  and  accurate  than 
those  from  any  other  source. 
Their  unmatched  forecasts,  data 
and  graphics  attract  readers, 
creating  premium  advertising 
positions. 

Combine  the  power  of  the 
AccuWeather  brand  with  the 
most  accurate  weather 
forecasts  and  data.  It  adds  up  to 
increased  credibility^  that  increases 
readership  and  revenues. 


^^Profi^roiTHh^Accu^feathe^dvant^^ 


ACCU 


AccuWeather.  I 


Simply  The  Most  Accurate'" 


385  Science  Park  Road,  State  College,  PA  16803 
Call  800-566-6606  •  Fax  814-235-8609  •  E-mail  sales@accuwx.com 
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